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“TRIFLES MAKE PERFECTION, BUT PERFECTION IS NO TRIFLE” 


Adjustment is simple. Af- 
fects all three pistons at 
the same time. 
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Self-lapping valve insures 
continuous positive seal. 


Each unit is exhaustively 
tested for accuracy be- 


fore shipment. 
Working parts are of . 


bronze, brass and stain- 
less steel—won't corrode. 


FAMOUS TOKHEIM POSITIVE PISTC SPLACEMENT-TYPE MEASURING UNIT 


7 rea okak why More than 200,000 Tokheim Meas- 


; are uring Units are in use throughout 
Tokheim pumps the world, continually protecting 


TLY oil companies and the public 
PERMAN 3 w against losses from inaccuracy. This 
a Tokheim-designed, Tokheim-built 

ATE a unit is unsurpassed in quality and 

ACCUR fF workmanship. Fully approved by 

t \ federal, state and local authorities. It 

any delivery rare B is further evidence that in Tokheim 


— at any pressure | pumps you get more for your money. 


at 


Write today for new bulletin! 


Model 39A Lo-Boy Pump with Retrev-A-Hose 
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DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT GASOLINE PUMPS 
FORT WAYNE 1 SINCE 1901 INDIANA 


Canadian Distributor: H. Reeder, 205 Yonge St., Toronto, Ontario 
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Fast fuel oil deliveries 
even in cold weather 


B.F. Goodrich hose keeps flexible, full-flow, in all weather 


" ow that winter is here and oil 
N flows slower in the line, you 
need B. F. Goodrich fuel oil hose more 
than ever. It keeps a full, unblocked 
flow and easy-handling flexibility even 
at sub-zero temperatures. 

Flexibility won't “freeze up” 
Special ingredients in the rubber keep 
this hose flexible, easy to bend in coldest 
weather. This B. F. Goodrich hose reels 
readily, handles easily, saves many min- 
utes each day. Braided construction 
eliminates the need for wire reinforce- 
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ments that can cause stiffening kinks. 


Full-flow at all times 

Tube won't flatten or collapse on the 
reel, to choke off flow or slow it down. 
Strong braided construction keeps this 
hose perfectly round, even when empty 
on the reel. Oilproof tube won't swell 
to reduce inner diameter. No flaking 
to roughen the inside surface and de- 
crease flow. 


Lasts longer 
Cover built for rough service—oils and 
grease won't damage it. Dragging over 


NEWS 








brick, stone or gravel driveways won't 
tear it. Won't crack or check under the 
hot sun. Its smooth, gray finish is easy 
to clean and keep clean. 

Furnished with either one-time Perma- 
lock or reattachable couplings. Static wire 
bonded to coupling at each end of hose. 

Ask your BFG distributor to show 
you a sample of this hose, or write 
The B. F. Goodrich Company, Department 
M-192, Akron 18, Ohio. 


B.E Goodrich 


INDUSTRIAL PRODUCTS 
DIVISION 








The J&L line includes all types of 
Closures and Finishes. Bright, colorful 
decorations may be reproduced to 
your specifications. Heavy-duty ICC 
Drums. Light-gavge Drums. 55, 30 
and 15 gal. capacity and 100-Ib. 
Grease Drums. Lightweight Drums for 
Chemical and Powdered Materials. 
1-10 gal. capacity Steel Pails for 
Foods, Chemicals, Oils. 


DEPENDABILITY 


... for consistent product protection 
YOU CAN DEPEND UPON J&L 
STEEL CONTAINERS 


Through years of dependable service, J&L Steel 
Drums and Pails have proved that they meet the 
most rigid tests for product protection. You can be 
certain that the product quality your customers expect 
is thoroughly protected because: 


1 J&L Drums and Pails are made from 
high quality J&L Steel Sheet. 


2 J&L Drums and Pails are made with 
care and accuracy in every detail. 


You can obtain J&L Steel Drums and Pails through 
plants located in leading industrial centers. You'll 
find J&L service fast and efficient. Call the J&L office 
serving your community. 


Sones ¢ Laughlin 


STEEL CORPORATION — Pittsburgh 
CONTAINER DIVISION 


405 Lexington Ave., New York 17, New York 
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Behind Our Headlines 


It was our impression that Clyde 
LaMotte, of our Washington staff, had 
done a swell job describing for read- 
ers in the February 17 NPN the 
changing philosophy of the Federal 
Trade Commission uncer its new Re- 
publican majority. 


But just how swell we weren't really 
fully aware until just last week, and 
the fellow we learned it from—in a 
most flattering way—was none other 
than the FTC’s own chairman, Ed- 
ward F. Howrey. 


Seems Mr. Howrey was in New 
York to address the annual eastern 
conference of the Associated Busi- 
ness Publications (we're a member) 
on the subject of the FTC’s new look. 
He did that very thing, but not by 
means of the usual prepared speech. 
Instead, the chairman read Clyde La- 
Motte’s article to his large audience 
of editors and publishers! 


And why did he do that? Well, ex- 
plained Mr. Howrey, it told the story 
of FTC not only well and completely 
but in a manner perhaps even better 
than he could have had he undertaken 
to tell all in a speech. 

Clyde, step up and take a bow. 


On the subject of our lead story Feb- 
ruary 24 about the union merger meet- 
ing in Philadelphia, we couldn’t expect 
that you'd learn this from anyone else, 
so maybe we'll be excused for passing 
along this bit of information: 

Of all the petroleum publications in 
the country—daily, weekly and 
monthly—the only ones that had a 
regular staff representative reporting 
the event from on the scene, were 
NPN and the Oilgram News, both 
McGraw-Hill publications! 

What more need be said! ! ! 


—Herbert A. Yocom 
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Tri-Sure Closures keep every 


MID-CONTINENT 


"Seal Protects Quality” 


“Tri-Sure* protection for every drum”’ is part 
of the marketing program of the Mid- 
Continent Petroleum Corporation—and it 
pays, not only in the prevention of losses but 
in the maintenance of customer good-will. 


This drum equipped with Tri-Sure Closures 
carries premium-type D-X Motor Oil with 
Extrinol as well as Mid-Continent’s industrial 
and other lubricating oils. As a result, all 

of these fine products are protected from 
leakage and impurities—and Mid-Continent’s 
customers are assured of full value every time. 


Tri-Sure Closures—with their exclusive 
assembly of Flange, Plug and Seal—offer 
you the dependable way to safeguard your 
products from losses, and to increase your 
company’s prestige. When you order drums, 
always specify “Tri-Sure Closures’. 


*The “Tri-Sure’’ Trademark is a mark of reliability 
backed by over 30 years serving industry. It tells 
your customers that genuine Tri-Sure Flanges (in- 


CLOSURES ae with guanine Tri-Sure dies), Plugs and Seals 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
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AHEAD OF THE NEWS 


Gasoline Surplus Buffer—A smaller differential between 
gasoline and distillate prices would help reduce burden- 
some gasoline stocks. That’s the view of Clark S. Teits- 
worth, Socony-Vacuum’s vice president in charge of supply 
and distribution. He thinks there may be gasoline surplus 
trouble by the end of this month if the existing price spread 
remains. If the spread were to be reduced, he points out, 
refiners would have less incentive to make gasoline—result- 
ing in greater distillate output. And if crude runs were 
unchanged, he sees this result: (1) Gasoline production 
would be brought more into line with current demand, 
making unnecessary more storage capacity to take sur- 
pluses; (2) home heating oil supply would be built up to 
a “more comfortable” level. 


Nationwide Bargaining Doubt—A merger of various 
oil unions into the proposed Oil and Chemical Workers 
International Union would not “automatically” mean com- 
panywide or nationwide bargaining. That’s the opinion of 
Donald C. O’Hara, associate counsel of National Petro- 
leum Assn. He says bargaining would still be on a unit 
basis when an oil company requires it (even if the merged 
union had all of a company organized). He notes that in 
the 1952 oil strike oil companies successfully resisted 
companywide bargaining. Mr. O’Hara also believes the 
merger plan is “political,” with union leaders aiming at 
a union big enough to cut off oil supply to the public, and 
thus force government intervention. 


Frank Ads Pay Off—A major oil company is finding it 
wise to identify itself in newspaper advertisements offering 
station dealerships. The company tried “blind” (anonymous) 
ads, and found some prospects reluctant to answer. These 
were dissatisfied dealers, willing to change brands, but 
bothered by the possibility that in answering a “blind” ad 
they might be contacting their own suppliers. The company 
also thinks the dignity of an identified ad is helpful in 
drawing dealer applicants. 


Marketing tran Oil—A few small U.S. oil companies 
may be allowed to take part in the distribution of Iranian 
oil when it returns to the world market in volume. Iran’s 
government oil commission is said to favor having some 
independent oil companies in the co-operative oil venture 
to sell its oil. Big companies that probably will be included 
are Socony-Vacuum, Standard of California, Gulf, Texaco, 
Jersey Standard, and Britain’s Anglo-Iranian. 


Additive Probe Denied—Reports are reaching Wash- 
ington of complaints against licensing arrangements on 
gasoline additives. But both the Justice Department and 
the Federal Trade Commission deny getting any “official” 
complaint. Neither has any investigation planned. Some 
government attorneys say it is difficult to see how monop- 
oly or restraint of trade could be involved. They point 
out gasoline additives are freely available to refiners from 
several large producers. 
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‘Squeeze-Out’ Reply— The Senate Small Business Com- 
mittee will soon write to West Coast majors asking for 
comment on oil “squeeze-out” charges made by Independ- 
ents at committee hearings last year. The hearings may not 
be resumed, because the committee thinks the charges are 
“basically the same” as those in pending West Coast anti- 
trust suits. Thus, more hearings might amount to “trying” 
cases in advance. But if both the Justice Department and 
the oil companies feel hearings would not jeopardize the 
antitrust suits, the committee may hold more hearings 
(in Washington). No major company spokesmen have yet 
appeared before the committee. 


Cat Cracking Gain—The catalytic cracking capacity of 
oil refineries in the U. S. and Canada will rise to 3.1 million 
b/d by the end of this year, Filtrol Corp. predicts. This 
would be a jump of 25% over 1953 capacity. 


‘Back-Door’ Business—Some major companies have 
flung open wide the “back doors” of products supply, 
reports the California Petroleum Distributors Assn. As a 
result the association says, “Every truck-and-trailer broker 
and his brother is out there hitting the phone, jazzing up 
Independent retailers with another quarter-cent-off deal.” 
The association adds that proper control over sloppy sup- 
plies would make unnecessary the current subsidies to 
branded dealers and consignees required by the loosened 
price situation. 
om 


Plenty of LPG Ahead—Liquefied petroleum gas will 
continue in good supply in the foreseeable future, predicts 
Charles Guy, of General Gas Corp., Baton Rouge, La. 
He says LPG output still exceeds demand, noting that LPG 
is tied to the production of natural gas, which is climbing 
steadily. He adds that the plentiful LPG supplies, plus the 
use of underground storage by big distributors, are the big 
factors in the LPG industry’s rapid expansion. 


Gasoline Cutback Asked—Chairman Ernest O. Thomp- 
son, of the Texas Railroad Commission, is urging refiners 
to trim their gasoline yields. He says gasoline stocks are 
“top heavy” because of the refiners’ wish to cut costs per 
barrel. He predicts much hotter competition ahead in the 
sale of oil products because of (1) excess refining capacity, 
(2) the high octane gasoline “race,” and (3) the entrance of 
oil companies into established markets. He says this last 
development is caused by the creation of new refining 
centers and the building of products pipe lines from older 
refining centers to new consuming areas. 


Virginia Tax on Shelf—The proposal to boost Virginia's 
gasoline tax from 6¢ to 7¢ per gal. seems to be a lost cause. 
The state Senate Finance Committee has buried the legis- 
lation in a subcommittee—apparently to avoid an admin- 
istration defeat on the floor of the legislature. 


For more Ahead of the News > 
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plain talk about 
additives 
and today’s motor oils! 


We all know that additives perform many 
useful functions. That's why they are being 
used so widely in today’s Pennsylvania 
Motor Oils. But there is one vital fact about 
additives that many people tend to forget, 
and we want to talk plainly about it. » » » 


It is a credit to the oil 

industry that it has been 

able to keep pace with 
the demands of car manufacturers. Oils 
have been developed for effectively lubri- 
cating today’s high compression, high speed 
motors with their ever closer tolerances. 


Additives have been very helpful in the 
development of these motor oils. 


But this one fact should be remembered: 
ADDITIVES, IN THEMSELVES, DO NOT LUBRICATE. 
They can be added to any oil. 

To very good oil. 

To very poor oil. 

The quality of the basic oil is what deter- 
mines the kind of lubrication a motor gets. 





That's why we are telling millions of car 
owners in our national advertising this year: 


Today's BEST oils 
start with 
Nature’s BEST crude 


This plain truth—that you can’t start with 
an inferior crude and build a superior oil 
— will be understood quickly by all your 
customers. 


That is why it is more important than ever 
for you to stock and 
sell a brand of Penn- 


sylvania Motor Oil. PENNSYLVANIA 
And you'll get more Y,, OIL _ GY 


. OF ON nso CBS 
= o~_=8 





COPvEWGAT 1922 6S A OT PERMMSTL YANN GRABE CREB OR ASSECUTION 
‘TRAE GARE REGISTERED © 5 PATENT OFFICE 


We are telling the plain truth about today’s motor oils to the millions of motorists who read 
Saturday Evening Post, Collier's, Time, Newsweek, Holiday, Country Gentleman, Progressive Farmer and Successful Farming. 


PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION - Oil City, Pennsylvania 
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Station Brand Switching—Dealers in Southern Cali- 
fornia are changing suppliers more this year than at any 
time since the Korean war broke out. This is the result of 
loose gasoline supply and hot competition. Station sales- 
men are busy trying to take accounts away from one 
another. 


Urich Starts Drilling—George (Frank) Urich, the self- 
serve station pioneer in Southern California, has switched 
his oil interest to exploration. He is one of the principals 
in a new company that has 3,500 acres under lease in 
central California. First well was spudded in last week. 
Mr. Urich leased most of his multi-pumps to Standard of 
California last year. 


Pipe Line Alive—Petroleum Administration for Defense 
has not given up on the possibility of a big oil products 
pipe line to supply the East Coast in time of emergency. 
PAD is continuing a staff study on such a line. This is in 
addition to a study by gas consultants on the feasibility of 
switching big natural gas lines to oil in wartime. 


Building Sales Talks—An eastern major is having good 
success in training station men with “loop” films that show 
customers in sales situations. The films can be run over 
and over, giving the men experience in meeting sales re- 
sistance and pressing their own selling approach. The com- 
pany rates the films the next best thing to actual experience 
in selling customers. 


Texas Law Attacked—Humble Oil and Refining Co. is 
asking the U. S. Supreme Court to hear its appeal from 
a Texas law allowing the state’s attorney general to examine 
the books of any corporation at any time. The issue: Do 
such laws violate the Constitution because of alleged severe 
penalties and unreasonable search and seizure? 


NPN Staff 


Boom In Nevada?—Another “oil rush” may be in the 
making—this time in Nevada. Shell Oil Co.'s successful 
wildcat well in southwestern Nevada promises the state its 
first oil production. And some state officials are talking of 
a bigger boom than Nevada ever had with silver mining. 
Reason: Shell’s discovery proves there is oil in one of the 
largest sedimentary rock areas in the country—the Great 
Basin in the Intermountain Region. Most of Nevada is in 
the basin, and government land offices are swamped with 
requests for leases, promising heavy exploration drilling. 
Shell itself has a wait-and-see attitude. Samuel K. Bowlby, 
the company’s vice president in charge of the Pacific Coast 
area, feels talk of a boom is premature, with only one well 
brought in so far. 
os 


Atoms for Industry—Oil has a big stake in government 
plans for turning over peacetime atomic development to 
private industry. Because the long-range future of the oil 
industry will be influenced greatly by atomic power, oil 
men will be keeping an eye on the Joint Congressional 
Atomic Energy Committee. That group is studying Presi- 
dent Eisenhower’s proposals for letting private industry 
participate and for international sharing of atomic informa- 
tion. The committee hopes to have legislation ready by 
mid-April. 


Texas Tax Boost—A minimum increase of 1¢ per gal. 
in the state gasoline tax (now 4¢) is one goal of a program 
the Texas Good Roads Assn. hopes to put before the 
Texas legislature this year. Other association targets: (1) A 
law restricting future motor fuel tax increases to road use, 
and (2) provisions for better construction and maintenance 
of farm roads. 
a 


Cartel Records to DJ—Oil companies are now deliver- 
ing documents requested by the Justice Department in the 
international “oil cartel” case. Jersey Standard and Socony- 
Vacuum started delivery last month. They and other oil 
companies in the case are expected to continue giving docu- 
ments to DJ at short intervals. 
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Frame Hoist 


PROVIDES FREE AND EASY ACCESS TO 
ALL CARS, ALLOWS MORE JOBS PER DAY — MORE PROFIT PER JOB 


The Wayne Frame Hoist combines All these features :— 


“H” type superstructure provides maximum accessibility 
Designed for speed and convenience of operation 
Provides for easier housekeeping—safer, neater work bay 


Engineered as a compact unit for economical installation. 


CHECK THESE OUTSTANDING WAYNE FRAME HOIST 
DESIGN ADVANTAGES 


v¥ Multi-position, universal adapters recess into rail ends—an 
exclusive Wayne feature 


df Wheels suspended, springs relaxed. Pressure areas relieved 
for lubrication 


dv Smooth, rounded rails prevent tire damage 
dv Easy access to lube points—intricate assemblies 
7 Floor smooth for handling wheeled lube equipment 


¥ Minimum floor space—50” x 71” x 2%” 


THE WAYNE PUMP COMPANY 


SALISBURY, MARYLAND 





STATION-ENGINEERED 
PRODUCTS 
include 


Complete line of 
single and double 
computing dispens- 
ing units, remote 
multi-pump systems, 
truck and bus high- 
gallonage pumps. 


AIR COMPRESSORS 


Two-stage (high 
and low-pressure) 
and single-stage. 
Tank-mounted; 


e. quiet, smooth-run- 


ning, completely 
avtomatic. 


Horizontal Type 
Vertical Type 


Retriever reels for 
air, water, oil, 
greases; Enclosed- 
type or open. In- 
stalled on wall, 
floor, ceiling or on 
an island. 


High boys, tank 
units, dispensers for 
oil, gasoline, kero- 
sene, alcohol, and 
greases. 
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WASHINGTON 


Battery Men Get Sales Aid at Hearing 


The generally dull and laborious 
congressional appropriation hearings 
aren't the best spot to look for market- 
ing information, but surprises do 
happen. 

Just the other day battery marketers 
were handed a ready-made selling 
point by Director A. V. Astin of the 
National Bureau of Standards. 

A House appropriations committee- 
man, Representative Preston (D., 
Ga.), was complaining that he had not 
“had a single battery last more than 
two years from the purchase of the 
car. They all go bad.” 

“As nearly as I can find out,” Mr. 
Astin commented, “the best batteries 
are not put in new cars. If you want a 
good battery you pay more for it than 
what is put in by the car manufacturer 
when he delivers the car.” 

However, Mr. Astin had warm 
praise for the battery producers, de- 
claring they are “making better bat- 
teries now than they used to—there is 
no question about it.” 

Incidentally, Mr. Preston might 
have had a good point when he sug- 
gested that batteries should be con- 
structed so that it would be less diffi- 
cult to replace a single cell when it 
becomes defective, rather than requir- 
ing the owner to purchase an entire 
new battery. 

Mr. Astin noted there “is a fair 
amount of battery repairing of that 
type” but it obviously is not carried 
out on the scale that Mr. Preston 
had in mind. 

Of course, anybody plugging bat- 
teries along the line suggested by Dr. 
Astin will have to devote some thought 
to not making the car manufacturers 
unhappy. 


NPN Helps Probers 


The appropriations committee 
sleuthers, incidentally, don’t ignore the 
trees for the forest. In addition to 
shooting for the million or billion- 
dollar budget savings, staff members 
are investigating the daily operating 
expenses of both the military and civil- 
ian departments. They’re checking 
with NATIONAL PETROLEUM NEws, 
for example, to see that nobody is go- 
ing astray on expenses estimated for 
fuel purchases. 


Red Threat a Reality 


Oil industry and other businessmen 
are getting some mighty gloomy tid- 
ings on Latin America during current 
off-the-record briefings by the State 
Department on Communism. 

Most people seem to be overlooking 


NEWS 


the really important point about the 
recent developments in Guatemala. 
They are inclined to whip out a piece 
of string and measure the distance to 
the Panama Canal when it sinks in 
that the reds are running that Central 
American country. 

Important as it is, the Canal is mi- 
nor in relation to this really significant 
fact: For the first time in history, the 
Communists have a secure base of op- 
erations in the Western Hemisphere. 

Heretofore, they have had to oper- 
ate without the open governmental 
protection they enjoy in Guatemala. 
That is a factor in the big worry in 
Washington. Communism definitely is 
spreading, growing stronger in Latin 
America. As of now, it apparently 
hasn’t gotten too far in Venezuela. 

The reason for it (and with due 
credit to oil industry working condi- 
tions) is that the labor unions there 
have been kept relatively “clean.” 
Elsewhere, the reds are multiplying, 
working through the unions. 

State estimates that Latin America 
is steadily moving toward a popula- 
tion figure greater than that of the 
U.S. and Canada combined. This 
would be good news for oilmen seek- 
ing expanded markets except that the 
Communists seem to be getting in on 
the ground floor. 


The Laugh’s on Gas 


Fuel oil dealers, particularly those 
in the East, have long had to face 
the charge that natural gas is more 
desirable for home and business heat- 
ing because, among other things, the 
supply is more dependable than fuel 
oil. Fuel oil dealers now have a 
chuckle coming in view of testimony 
before the Federal Power Commis- 
sion by a natural gas company offi- 
cial some time back. The official ad- 
mitted that some Missouri homes were 
without heating during a recent cold 
spell because of low pressure in the 
gas lines. 

Furthermore, when asked why the 
gas companies didn’t put in more 
lines, the man said if the natural gas 
companies installed enough lines to 
meet maximum cold weather de- 
mands, the price of natural gas would 
rise above the cost of competing fuels. 

And there also was some doubt ex- 
pressed as to whether, if enough line 
capacity were installed to handle peak 
demands, there would be enough gas 
available to fill the lines about 20 years 
hence. 


—NPN Washington Staff 
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PETROLEUM INDUSTRY INDICATORS 


NPN PRICE AVERAGES* 
Refinery /Terminal 


(¢ per gal.) 
Feb. 26 Jan. 22 Feb. 24 
1954 1954 1953 
11.90 12.05 11.65 
10.60 10.46 10.22 
9.18 9.11 8.93 
4.07 4.24 3.42 


Gasoline 
Kerosine 
Distillate 
Residual 
4 principal 

products 9.08 
Lube oil 17.04 
Crude at 

well ($ 

per bbl.) 2.82 2.82 2.63 
* Weighted average price, prin- 
cipal markets. 


9.19 
17.09 


8.70 
19.10 


Neen Beto ween wane IS TTP Se eg 


RESIDUAL 











cee 


On) WeEKLy PETROLEUM STATISTICS ‘arp 


Primary Stocks 
Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Kerosine (thous. bbl.) 
Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 
Refinery Output 
Gasoline (thous. bbl.) 
Kerosine (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Residual fuel oil (thous. bbl.) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


ma)) MONTHLY MARKET TRENDS 


Petroleum products in secondary storage (thous. bbl.) 
Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Gasoline consumption (million gal.) 

Service station building permits (number) 

Passenger cars—domestic shipments (thous.) 

Trucks and buses—domestic shipments (thous.) 
Automotive replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 

Oil burner shipments (thous.) 


Ended 
Feb. 20 
1954 
177,364 
69,728 
19,421 
46,215 
266,216 


7,156 
519 
88.7 


24,585 
3,120 
10,982 
8,573 


6,217 
724 


Latest Month 


51,107 (Dec.) 
12,047 (Dec.) 
21.81 (Feb.) 
3,911 (Nov.) 
346 (Dec.) 
372 (Dec.) 
80 (Dec.) 
2,903 (Dec.) 
2,176 (Nov.) 
104 (Oct.) 


Week 
Ended 
Jan. 23 
1954 
167,781 
91,401 
24,034 
47,247 
271,069 


7,018 
599 
87.0 


24,241 
2,753 
10,564 
8,296 


6,195 
496 


Previous Month 


54,481 
11,398 
21.97 
4,289 
334 
370 

65 
2,729 
2,825 
101 


Week 
Ended 
Feb. 21 
1953 
156,053 
71,506 
21,357 
44,364 
272,381 


7,079 
652 
95.5 


24,123 
3,065 
10,871 
9,113 


6,446 
659 


Year Ago 


51,107 
15,529 
20.29 
3,663 
215 
406 
104 
3,161 
2,168 
119 
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Gasoline Stocks at Peak—For the 


sixth week in a row, gasoline inven- 
tories broke all previous records in 
week ended Feb. 20. Finished and 
unfinished gasoline stocks totaled 
177,364,000 bbl. This was a gain 
of 1,456,000 bbl. over the previous 
week. Concern for mounting gaso- 
line stocks was expressed by Texas 
Railroad Commission Chairman, E. 
O. Thompson. “We are long on 
gasoline, very long,” he said. He 
also is of the opinion that the build- 
up in gasoline stocks between now 
and April 1 will be considerable un- 
less domestic refiners show re- 
straint. At the same time, Ralph 
Dietler of Stanolind is of the belief 
that the only way to avoid high gas- 
oline stocks is to keep crude away 
from the refiners. 














> PENNANTS 
> BANNERS 
> POSTERS 


Pratt’s Free Catalog 
of Display Material... 
Just Off the Press 


Here is your new buying guide to 
the widest selection of service 


station promotion and display ma- 


WINDOW DISPLAYS 
> PROMOTION KITS 
> LETTER-BANNERS 

> STREAMERS 


Texas Crude Limit Up—With the terial available anywhere. Filled 
allowable for March increased 159,- 
255 b/d, the Texas crude oil quota 
reached 2,982,416 b/d. Railroad 
Commission Chairman Thompson 


i ! 
indicated that actual production Write for your free copy today! 
runs are about 10% below allow- —_ 


ables and that the state produces Was | ‘aR, TITT ) | T 4 ciol 


427,000 b/d of liquid fuels from 
201 PRINTCRAFT BUILDING, INDIANAPOLIS 4, INDIANA 


with ideas to increase gallonage 


and TBA sales the year ‘round. 












































natural gas. 


Exports Up, But Off 1952—Even 
though exports of crude oil and 
products from U.S. climbed to an 
average of 370,000 b/d in Decem- | 
ber, they were off the 462,000-b/d | 





average of December, 1952. Cen- 
sus Bureau statistics show that 
while 1,378,000 b/d of crude was 
exported in December, 19,841,000 
bbl. were imported. Residuals ex- 
ported totaled 1,514,000 bbl. and 
15,343,000 bbl. were imported. 


1953 Crude Imports High—With | 
an average of 1,051,000 b/d in im- | 
ports of crude oil and products in | 
1953, crude climbed to a record | 
641,000 b/d and residual to 383,- 
000 b/d high. The total oil imports 
for 1953 compares with 961,000 | 
b/d for 1952, 850,000 b/d for 
1951 and 840,000 b/d in 1950. 
The largest volume of the total 
crude was imported from Vene- 
zuela at 10,405,000 bbl. 





A copy of this quick-reading, 8-page booklet is 
yours for the asking. It contains many facts on the 
mentee of teactere (nest benefits derived from your business paper and 
garden type) in the fourth quarter | 


es kai atl tips on how to read more profitably. Write for the 


of 77.5% gasoline motor, 20.1% “WHY and HOW booklet." 

Diesel and 2.4% liquefied petro- 

leum gas. The total tractors manu- e 

factured was 68,320. McGraw-Hill Publishing Company, Room 2710, 330 West 


42nd St., New York 36, N. Y. 


Tractor Fuel Trends—tThe pattern 
of tractor fuel consumption is seen 
in Census Bureau figures that show 
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For Hose Value See Your 


When you need hose you can always count 
on your Hewitt-Robins Distributor to sat- 
isfy your requirements with the finest qual- 
ity hose that money can buy . . . Hewitt- 
Robins hose. 


Your Hewitt-Robins Distributor is ready 
to provide prompt delivery of any of the 
complete line of quality Hewitt-Robins 
hose that is specially designed to assure 
long life and superior performance in the 
petroleum marketing and distribution fields. 


Whether you operate a service station, 
marine terminal, bulk plant or delivery 
truck fleet remember to call your Hewitt- 
Robins Distributor first. 





HEWITT-ROBINS 


EXECUTIVE OFFICES, STAMFORD, CONNECTICUT 
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Hewitt-Robins Distributor 





RE 








BNCORPORATED 


r OMESTIC DIVISIONS: Hewitt Rubber + Robins Conveyors + Restfoam 
OREIGN SUBSIDIARIES: Hewitt-Robins (Canada) Ltd., Montreal Hewitt-Robins Internationale, 
aris, France * Robins Conveyors (S. A.) Ltd., Johannesburg » EXPORT DEPARTMENT: New York City. 


Robins Engineers + 
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For prompt delivery, greater 
economy and reliability, buy 
from your local Hewitt-Robins 
Rubber Distributor. You will 
find him listed in your local 
telephone directory under one 
of these classifications: Rub- 
ber products-mechanical; 
Rubber goods-mechanical; 
Belting-mechanical; Hose & 
Tubing-rubber. 


OS&D 

TANK CAR 
BARGE-LOADING 
TANK TRUCK 
GAS CURB PUMP 
WATER 

AIR TOWER 


FUEL OIL 
& DISTILLATE 


LP GAS 

FIRE HOSE 

SERVALL 

CAR WASH HOSE 
TANK DRAINAGE HOSE 
PACKAGE BELTING 


MOLDED RUBBER 
PRODUCTS 


If a Hewitt-Robins Rubber 
Distributor is not located near 
you, write direct to Hewitt- 
Robins Incorporated, 666 
Glenbrook Road, Stamford, 
Connecticut. 





Demonstrating the Patented 
GRAVER| “Vapor-Stop” Seal 








. t . f t ! 

tig * As seen above, 
the Graver “‘ Vapor-Stop” Seal provides 
a firm closure between the roof and 
tank shell—so tight that a piece of 
paper will not slip through. 


! 
‘ * The seal is 
a’ sy | free to move over obstructions, yet con- 
its AGMA itive Ss ati tinues to close the gap and prevent loss 
] /¢ Despite its of vapors. It is successful on both con- 
effective closure, the sealing mechanism is verted tank shells and new construction. 
so sensitive it does not break the egg shown 


above, indicating the friction-free, long- 
lasting performance that the seal provides. 


This patented seal is the key to the successful functioning of Graver Floating 
Roof tanks. Composed of two mechanisms—a weighted arcuate pusher and a 
spring-actuated hanger, it acts as a “‘ Vapor-Stop,”’ preventing loss of volatile 
ae, ‘ vapors. The seal provides positive centering action for the roof. It also prevents 

sdah Sawer Seamasibend Gediaat oe the entrance of air and rain, and resists corrosion. 
cluding the Double-Deck Floating Roof _Simple and foolproof, it eliminates the need for multiple seals. The mecha- 
tank and the Center-Weighted Pontoon nisms are completely covered, and the fabric is asbestos coated with Neoprene, 
and Pan-type Floating Roof tanks. impervious to vapors. Graver’s “‘ Vapor-Stop”’ Seal is fire-resistant and Under- 

writers’ Laboratories approved. 


GRAVER TANK & MFG.(0.[NC. 


East Chicago, Indiana 
NEW YORK « CHICAGO « PHILADELPHIA « ATLANTA « DETROIT 
ons specific conservaiion CLEVELAND « PITTSBURGH « HOUSTON « CATASAUQUA, PA. 


: SAND SPRINGS, OKLA « CASPER, WYO. » ODESSA, TEXAS 
design to fit every need. LOS ANGELES * EDGE MOOR, DEL. « TULSA 
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Gasoline Tax Stays in Highway Aid Bill 


The nation’s oil marketers received good news this week with 
approval by the House Public Works Committee of a bill authorizing 
the largest amount for federal highways aid in history —$875,000,- 


000 annually for two years. 


But the legislation, H. R. 7818 by Representative McGregor 
(R. Ohio), carried some bad news as well. It ties the $200,000,000 


authorized for the interstate 
highway system directly to a con- 
tinuation of the present 2¢-per- 
gal. federal gasoline excise tax. 
This rate is scheduled, by law, 
to drop to 1.5¢ per gal. April 1. 
but the possibility of reduction 
is remote. 

This “linkage” clause ran into fire 
from President Frank M. Porter of the 
American Petroleum Institute. While 
the oil industry is in accord with the 
proposal to increase highway aid, Mr. 
Porter said, the linkage clause “would 
substitute a ‘double tax’ program under 
which motorists and other consumers 
of gasoline would be asked first to 
contribute in federal gasoline taxes to 
the federal government’s cost of the 
program and then to buy back their 
own tax payments with additional 
taxes at the state level.” 

The provision, API maintained, 
would freeze the motor fuels tax into 
the federal structure, instead of re- 
pealing it as the taxpayers wish and 
it would “prejudge” the work of the 
Intergovernmental Relations Commis- 
sion which is studying the problem. 

Rep. McGregor’s answer was simply 
this: 

“The people want better roads and 
better roads take money. It is either 
keep the tax at 
its present level 
or not get the 
roads we need. 
We feel the peo- 
ple won’t mind 
paying the tax— 
if they get the 
roads.” 

Furthermore, 
he said, there 
were strong indi- 
cations that, if 
the federal gov- 
ernment withdrew from the motor 
fuels tax field, some of the states 
would fail to increase their own taxes, 
resulting in a net loss of revenue. 

In a last-minute change, the com- 
mittee voted to increase the federal 
participation in the interstate system 
to 60%, with the states contributing 


Rep. McGregor 


40%. The other categories of aid 
would remain on a 50-50 basis. 

The Line-up—The measure, with 
perhaps a few modifications, appeared 
to have almost clear sailing before 
it in both the House and the Senate. 
As approved by the House Public 
Works Committee, the bill provided: 

Total new authorizations are $875,- 
000,000 each year for 1956 and 1957, 
a 50.3% boost over the $575,000,000 
contained in present law. The major 
items include: 

Primary highway 
000,000. 

Secondary highway system—$180,- 
000,000. 

Primary highway system in urban 
areas and approved extension of sec- 
ondary system—$150,000,000. 

Interstate system — $200,000,000 
(with which is linked the continuation 
of the 2¢ gasoline tax). 

The Senate Public Works Commit- 
tee, meanwhile, got hearings under 
way on S. 2859 by Senator Case 
(R., S. Dak.) to provide $1 billion 
annually for two years in federal 
highway aid. 

Depletion Fight — The first open 
threat against the oil depletion allow- 
ance in this session of Congress came 
this week from an old foe of the 
present 27.5% rate—Senator Williams 
(R., Del.). 

The development was a momen- 
tarily bright flash in an otherwise gen- 
erally dull session 
of Congress, in- 
sofar as action 
directly affecting 
petroleum was 
concerned. 

But the oil im- 
ports issue was 
warming up and 
there was action 
in a number of 
fields with im- 
portant indirect 
effects on oil. 

Senator Williams, a member of the 
tax-handling Senate Finance Commit- 
tee, wants the depletion rate for oil 


system—$270,- 


Senator Williams 
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and gas dropped to 15%. A week 
earlier, the House Ways and Means 
Committee decided, without a dis- 
senting voice, to continue the 27.5% 
rate as is. 

The Delaware senator attached an- 
other “hooker” to his tax proposal. 
He suggested changing the Mineral 
Leasing Act to put all federal leasing 
of public lands on a competitive bid 
basis. At present, the Interior Depart- 
ment must grant leases on unproved 
tracts on a first-come-first-served basis 
for a nominal rental fee. 

Senator Williams contended the 
government is losing millions of dol- 
lars by not seeking competitive bids. 
Interior indicated it would “go along” 
with a modified version of this sug- 
tion. It wants the right to determine 
the oil and gas potential of a particular 
tract and insists the right to invite 
competitive bids must be discretionary 
with the Interior Secretary. 

Senator Williams put both proposals 
together in one amendment to be pro- 
posed when the Senate committee re- 
ceives the tax bill now pending in 
the Ways and Means Committee. 

Neither proposal held promise of 
going anywhere, although there would 
be plenty of noise on the Senate floor 
when the tax bill finally reaches it. 

The Imports Question—The most 
important development on oil imports 
seemed to be taking place “downtown” 
at the Interior Department. A _ short 
while back, Assistant Interior Secre- 
tary (for minerals) Felix Wormser 
lashed out at foreign countries which 
criticize our attitude on tariffs yet, by 
various methods, hamper the free flow 
of goods much more effectively than 
the U. S. 

This week, his aides were putting 
the finishing touches on a minerals 
policy statement aimed at encouraging 
the development of domestic industry. 
It seemed virtually certain that this 
policy would be “protective” and 
would favor limitations on oil imports, 
whether they were mentioned by name 
or not. 

This statement would eventually be 
forwarded to the White House where 
it would be considered in connection 
with the preparation of the forth- 
coming presidential message to Con- 
gress on trade policy. This message 
will be built about the findings of the 
Foreign Economic Policy (Randall) 
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Commission. It was doubtful if the 
“protectionist” viewpoint seemingly 
evolving at Interior would be incor- 
porated in the message. The message 
was expected to go to Capitol Hill 
about mid-March. 

The Battle Plan — Meanwhile, 
House advocates of oil imports limita- 
tions were preparing this type of 
strategy, when and if imports fight 
reaches floor: tariff protection would 
be offered for such ailing domestic 
industries as textiles, watchmaking, 
briar pipe manufacturing, in the same 
proposal as oil imports quotas. This 
would put congressmen with such in- 
dustries in their home districts in a 
difficult position and presumably 
would garner more votes, particularly 
from the New England delegation 
which opposed oil quotas last year. 

And there was a strong, recent in- 
dication that the White House might 
be heading for another fight with 
Chairman Reed (R., N. Y.) of the 
House Ways and Means Committee— 
over trade policy, this time. 

Representative Simpson (R., Pa.), a 
supporter of oil imports quotas, a 
member of the committee and, with 
Representative Reed, a member of the 
Randall Commission, said Ways and 
Means action on the President’s trade 
recommendations “might be delayed 
for some time.” 

Bill May Die—This could mean a 
“pigeonholing” of the legislation, 
which could kill it for the session, 
though Representative Simpson would 
not make that specific comment. He 
pointed out, however, that the com- 
mittee agenda is tight already, with 
taxes and social security legislation, 
and said group might not even “get 
around to a (trade) bill this year.” 

In that event, he pointed out, if 
there was no extension of the Recip- 
rocal Trade Agreements Act (which 
expires in June), existing trade agree- 
ments would remain in effect, but the 
President would have no authority to 
negotiate new ones. 

Just how this would affect the oil 
imports question was difficult to 
assess immediately. But there has been 
well-founded speculation that a White 
House effort to push the Randall 
Commission recommendations 
through Congress would touch off an 
all-out fight for higher “protection” of 
U. S. industries, including domestic 
petroleum and coal. 

Representative Simpson declined to 
comment on this possibility because, 
he said, he wanted to “see what the 





mestic industries must be protected 
“by tariff or otherwise” but that “sub- 
sidies are not the answer.” 

“Super” Committee—A more minor 
aspect of the imports issue was a bill 
introduced during the week by Chair- 
man Malone (R., Nev.) of the Senate 
Interior Fuels Subcommittee, S. 2992. 
It would set up a “super” authority 
of cabinet officials and the Tariff Com- 
mission chairman to exercise virtually 
all executive powers under the Recip- 
rocal Trade Agreements Act, includ- 
ing the right to invoke the escape 
clause, etc., over imports of strategic 
and critical minerals and materials. 

The authority could establish im- 
port duties or quotas on goods it con- 
sidered strategic and critical where 
such actions did not conflict with 
existing trade agreements. 

Wage Bills Fading—There appeared 
to be no chance for enactment of 
companion bills by Senator Murray 
(D., Mont.), S. 2914, and Representa- 
tive Metcalf (D., Mont.), H. R. 7862, 
to expand coverage of the Fair Labor 
Standards Act, reduce the work week 
to 37.5, then 35 hours and raise the 
minimum wages to $1.25 per hour. 

The legislation would bring under 
the act all petroleum workers in any 
category, with the exception of service 
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station employes working for an em- 
ployer operating not more than five 
stations doing an annual volume of 
not more than $500,000. 

While there appeared to be no 
danger of this legislation being ap- 
proved by Congress, there also was 
no sign of favorable action aimed at 
exempting the operations of purely 
local petroleum marketers from the 
existing law. 

In the field of investigations, the 
Senate Small Business Committee has 
discovered that “squeeze out” charges 
leveled against West Coast major oil 
companies during hearings last year 
are “basically the same” as those in- 
volved in pending antitrust suits on 
the coast. 

The committee’s report of its activi- 
ties last year, meanwhile, was ex- 
pected to be released momentarily. 
References to oil were expected to be 
brief because of the inconclusive na- 
ture of the West Coast hearings. 

Legislation was pending — with 
prospects uncertain—to reorganize the 
Small Business Administration, giving 
it more autonomy, and to put the Sen- 
ate Small Business Committee on a 
permanent basis. At present, the com- 
mittee’s authority must be renewed 
by each new Congress. 





Iran Oil Industry Found in Good Condition 


Oil technicians and Iranian officials at Abadan refinery last week. Representa- 
tives of oil companies surveying Iran’s oil industry found it in good running 
order, despite nearly three years of virtual idleness. Work is progressing on plans 
to return Iranian oil to world markets in volume. 


President recommends.” He said, how- 
ever, that he expected the Interior 
Department suggestions to be “real- 
istic,” leaning toward view that do- 
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Conoco Pushes Marketing 
In Pacific Northwest 


Continental Oil Co. will re-enter 
the Spokane area during March and 
April by opening seven new service 
stations. This will be Conoco’s first 
move in the area since it sold its hold- 
ings there in 1944. 

The company plans a total of 40 
stations, eight bulk plants and 16 com- 
bination service station-bulk plants in 
and around Spokane. 

Bulk plants will be located at 
Spokane, Moses Lake, Ephrata and 
Pullman, Wash., and at Moscow, 
Coeur d’Alene and Lewiston, Idaho. 
They will serve a district extending 
approximately 150 miles east, south 
and west from Spokane. 

James L. McCulley, Spokane assist- 
ant division manager, said the first 
new Station at Couer d’Alene will 
open March 13. 

Spokane proper and Spokane Val- 
ley east of the city will be allotted 22 
or 23 of the new stations. In Spokane, 
the first station will open March 27, 
followed by a second April 3 and 
three more April 17. 

Construction will start in the next 
30 days on 20 to 24 new units, Mr. 
McCulley said. Total investment in 
stations and bulk plants is estimated 
at $2 million. 

The recently completed $20 million 
Yellowstone products pipe line from 
Pasco to Spokane sparks the return of 
intensified competition in Spokane. 

“We surveyed the Spokane area 
and pipe lines for three years before 
deciding to come back,” Mr. McCul- 
ley said. 

Conoco’s Spokane district embraces 
northern Idaho east to the Montana 
border, Washington north to. the 
Canadian line and west to Wenatchee- 
Okanogan area—“a fringe territory 
between Conoco districts that may 
eventually fall to Spokane” — and 
south to Salmon River. 


Ashland Oil Buys Out 
Kellogg Petroleum 


Acquisition of Kellogg Petroleum 
Products, Inc., through a stock ex- 
change involving more than $1 mil- 
lion, makes Ashland Oil & Refining 
Co. one of the largest gasoline dis- 
tributors in western New York. Ash- 
land now has more than 200 stations. 

Effective March 1, Kellogg became 
a wholly-owned subsidiary of Ash- 
land, with founder Kellogg Mann 
remaining as president. 

The Kellogg name will be retained 


by the more than 100 Kellogg stations 
in the Buffalo area. They will market 
Frontier gasoline and Valvoline motor 
oil. The stations formerly handled 
Tide Water gasoline and will continue 
to sell Veedol motor oil. 

Frontier Oil Refining Co. will begin 
marketing a new premium gasoline 
soon, giving the company two grades 
of gasoline. 

Frontier, a subsidiary of Ashland 
acquired four years ago, recently com- 
pleted a multimillion dollar expansion 
program at its River Road refinery. 


Texaco Terminal Bought 
By Poughkeepsie Oil Firm 


Poughkeepsie Oil Terminal, Inc., 
has purchased a 1 million gal. capacity 
Hudson River oil storage terminal and 
warehouse at Poughkeepsie, N.Y., 
from the Texas Co. The company had 
leased the property from Texaco for 
three months. 

Richmond F. Meyer, Poughkeepsie 
Oil president, said the plant, used by 
Texaco to distribute products to local 
service stations and dealers, has been 
converted to storage and handling of 
fuel oil for commercial and industrial 
consumers in the Dutchess County 
area. Texaco now supplies its Pough- 
keepsie outlets from its Newburgh 
terminal, using large tractor-trailers. 

Since Poughkeepsie Oil is affiliated 
with Mid-Hudson Oil Co., Mr. Meyer 
said the acquisition will assure Mid- 
Hudson of ample space to meet in- 
creasing needs for bulk storage facili- 
ties. 

The property’s 400-ft. frontage on 
the Hudson River and 300-ft. depth 
provides ample space for future con- 
struction of an additional 6-million 
gal. storage capacity, he added. 


Cities Service Appoints 


Pennsylvania Jobber 


Cities Service has appointed Penn 
Glenn Oil Works as its distributor in 
western Pennsylvania, serving Arm- 
strong County and portions of Alle- 
gheny and Westmoreland Counties. 
Penn Glen, with headquarters in 
Leechburg, Pa., formerly handled 
Richfield products. 

Retail, commercial and industrial 
customers will be serviced by Penn 
Glenn through a river terminal that 
Cities Service is building at New Kens- 
ington, Pa. 

Direct barge shipments will be made 
from Cities Service’s refinery at Lake 
Charles, La., to the new terminal, 
which will have a storage capacity 
totalling 50,000 bbl. 
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Coming Next Week 


Poor management can mean 
business failure for oil jobbers 
faced with high costs, high taxes, 
and competition that grows hot- 
ter by the week. Businesses built 
on careless planning are the 
most vulnerable to competition 
or business emergencies—such 
as the death of a principal. 

The jobber’s greatest protec- 
tion: Sound estate planning. 

How can jobbers get it? 

That’s the question NATIONAL 
PETROLEUM News will answer 
in a comprehensive series of arti- 
cles beginning next week. The 
series will tell in detail how to 
(1) organize a business, (2) 
minimize taxes, (3) cut admin- 
istrative costs, (4) insure em- 
ploye loyalty, and (5) prepare 
for death or retirement. It will 
analyze such topics as insurance, 
death taxes, wills, trusts, joint 
property and gifts. 

The series has been arranged 
through Provident Trust Co. of 
Philadelphia, a company with 
long experience in handling job- 
ber estate problems across the 
country. It will be complete and 
authoritative—a starting point 
for building sound jobberships 
than can weather any crisis. 

Coming March 10 is Article 
No. 1—‘“Proper Business Organ- 
ization.” 











Rochester Jobber Joins 
Cities Service Ranks 


Webaco Oil Co., largest distributor 
in the Rochester, N.Y., area switched 
March 1 from Esso to Cities Service 
products. 

The 35-year-old company supplies 
more than 150 retail outlets in Roch- 
ester, surrounding Monroe county 
and parts of Wayne County. 

Webaco has a barge and pipe line 
terminal in Rochester handling more 
than 20 million gal. of oil products 
annually, plus inland terminals at 
Webster, Palmyra, Brockport and 
Wolcott, N.Y., with extensive storage 
capacity. 

A fleet of 25 trucks provides fuel 
oil and kerosine delivery to home and 
commercial accounts. 

Cities Service said it plans an ex- 
tensive advertising and promotion 
campaign to start immediately in the 
Rochester area, using mewspapers, 
television, radio, displays and service 
station promotion. 
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Union Drive Lagging in St. Louis 


A strike of the AFL Teamsters 
Union, Local 618, against 26 
service stations and a river ter- 
minal operated in St. Louis by 
Sid and Phil L. Siteman, is one 
year old this week. 

On the strike’s first anniversary, 
this is the labor status in St. Louis: 

1. The union, which represents pe- 
troleum truck drivers, service station 
employes and dealers, and oil com- 
pany warehousemen, appears to have 
lost its strike against the Siteman com- 
panies even though perfunctory pick- 
eting continues. 

2. The Siteman companies, price 
sellers often accused in the past of 
instigating price wars, are operating 
with non-union help. Gallonage dur- 
ing the first quarter of 1954 is run- 
ning considerably above the same pe- 
riod of 1953. 

3. In recent months there has been 
a slowdown in Local 618’s organizing 
activities among dealers. Some oil men 
say this might be the result of the 
high cost of the strike against the 
Sitemans, now estimated at around 
$175,000 for the year. Industry 
sources believe the local’s reserve fund 
is virtually depleted. 

4. During a stepped-up campaign 
earlier in the year to organize dealers, 
union officials sought to control retail 
prices and dealer margins. 

5. Exact information on the num- 
ber of St. Louis stations now union- 
ized is virtually impossible to obtain. 
Some industry sources estimate that 
two-thirds of the stations are under 
union contract. Others believe the 
number has dropped to 50% or less. 

Siteman companies involved in the 
strike are Mars Oil, Flash Oil, Site 
Oil, and Liberty Petroleum, which 
operate the 26 service stations, and 
Marine Petroleum, which operates 
the terminal. 

Each of the 26 stations is operated 
directly by one of the Siteman com- 
panies. Most other stations in St. 
Louis, including all major company 
outlets, are operated by lessees or 
dealer-owners. In the latter cases, of 
course, the union bargains directly 
with the dealer as an Independent 
business man. 

How It Began—tThe Siteman strike 
began with an outbreak of violence 
after Sid and Phil Siteman had re- 
fused to sign a new contract providing 
wages, effective March 1, of $1.75 
per hour for managers; $1.57 for 
senior attendants or assistant man- 
agers; $1.46 per hour for experienced 
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attendants, and $1.33 per hour for 
experienced car washers. The pro- 
posed contract further provided that 
on July 1, 1953, these wages would 
increase 10¢ per hour. 

The Sitemans also objected vigor- 
ously to general conditions which 
permitted an employe three violations 
of various working rules before he 
could be discharged. He could violate 
all of them twice without losing his 
job. These included: 

Fighting; sleeping during normal 
working hours; willful idleness; un- 
authorized stopping on service trips; 
gambling; smoking except in certain 
designated areas; taking trucks for 
personal use without permission; fail- 
ure to obey specific written instruc- 
tions of employer; carrying unauthor- 
ized passengers in customer’s Car; 
driving customer’s car in a reckless or 
careless manner. 

Violence Reigned—During the early 
days of the strike, mass pickets pa- 
raded before each of the stations. 

Tacks and roofing nails were scat- 
tered on station driveways. Pickets 
jotted down license numbers of cus- 
tomers’ cars and in some cases threat- 
ened them. Managers and employes 
who stayed on the job were followed 
home by carloads of pickets. Tele- 
phone wires were cut and rocks 
thrown through station windows. 

On March 10, 1953, Judge David 
A. McMullan of Circuit Court issued 
a temporary restraining order to pro- 
hibit such acts of violence, and on 
April 1 issued a permanent injunction 
which has been in effect since. 

After the initial court order was is- 
sued, picketing fell off sharply and 
the Sitemans began opening their sta- 
tions, one at a time, with non-union 
attendants and drivers. Within about 
30 days, all 26 outlets were again 
operating. For the past several months, 
the union, apparently as a token ges- 
ture, has placed one hired picket at 
each station for a part of each day. 

Drive on Dealers—Earlier in the 
year, Local 618 held several mass 
meetings of dealers in an effort to in- 
duce them to join the union. Melroy 
Horn, president and business agent of 
Local 618, reportedly told dealers the 
union would get them a wider margin 
to enable them to pay the increased 
benefits for service station employes. 

Industry sources say that dealers 
who hold union membership have 
found they may expect “preferential 
treatment” in their dealings with Local 
618. Business agents are not so likely 


to “crack down” on minor violations 
of the contract if the dealer himself 
is a union “brother” of his employes. 

Mr. Horn took several flings at try- 
ing to control retail prices. On several 
occasions he announced to St. Louis 
newspapers that retail prices would 
go up. At some of the closed dealer 
meetings he reportedly urged the sta- 
tion operators to raise their postings, 
explaining this would widen their mar- 
gins and help them finance the wage 
increases for service station employes. 

The city’s last price war, which was 
not general, occurred about a year 
ago. During the price war, dealers in- 
volved had a guaranteed margin of 
4.7¢ per gal. Today the dealer margin 
is generally at 5.2¢. 

Following the price war, retail 
prices generally, ex taxes of 6¢, were 
19.4¢ per gal. on regular, and 21.4 
on premium. Mr. Horn predicted 
through the newspapers that retail 
prices would be increased 2.5¢ per 
gal. on both regular and premium. 
Actually, prices went up about 1-1.5¢ 
per gal. and have remained at that 
level since. 


Refinery Strike Looms 


Workers at Imperial Oil’s Ioco re- 
finery at Vancouver, B.C., are ready 
to strike, having rejected a 4% wage 
increase recommended by a concilia- 
tion board. However, no strike dead- 
line has been set. 

Strike of 45 Home Oil Co. market- 
ing employes was narrowly averted at 
North Vancouver when a 4% across- 
the-board increase was accepted retro- 
active to July 1. 





Union Organizing 


Oil marketers wishing to in- 
form their dealers on what union 
organizing may mean to station 
operation may order reprints of 
the articles on labor union ac- 
tivity in the Jan. 27 issue of 
NPN, pages 16, 17 and 18. 
Combined into one four-page 
reprint, the articles have been 
titled “What Dealers Can Do 
About Union Organizing.” Cop- 
ies may be ordered at the fol- 
lowing prices: 

1-24 10¢ each 
25-49 9¢ each 
50-99 8¢ each 
100-499 7¢ each 
500-999 6¢ each 
1,000 5¢ each 
Rates for larger quantities on 

request. Order reprints now for 
early delivery. 
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NEWSPAPER ads push additive 


Speedway Launches 
New Premium Gasoline 


Speedway Petroleum Corp., of De- 
troit, last week unveiled its new MP 
gasoline with one of the most ambi- 
tious advertising campaigns embarked 
upon by an Independent marketer in 
recent years. 

A $30,000, one-hour, live television 
show over Detroit’s WWJ-TV kicked 
off an advertising campaign that will 
top the $800,000 mark this year— 
with MP in the starring role. 

On March 1 Speedway began sell- 
ing its new gasoline, with newspaper 
advertisements, radio and TV and out- 
door advertising proclaiming that the 
fuel will give 23% more power, 11% 
more mileage and 200% more spark 
plug life. 

MP is Speedway’s registered trade- 
name for multipropyl phosphate, an 
ignition control compound developed 
by Ethyl Corp. 

Speedway’s ads say MP provides: 

—Antideposit action to combat 
spark-plug fouling and preignition. 

—Antiknock components and high- 
er octane (94) to make MP “abso- 
lutely knock-free.” 

—Antistall ingredient to 
starting and eliminate stalling; 

—Antirust properties to “keep vital 
engine parts free from corrosion.” 

Speedway’s TV show served a dual 
purpose—introducing the new gaso- 
line to the public and acting as a 
“sales meeting of the air” for Speed- 
way’s 750 dealers in Michigan. As the 
public was told of the new fuel, deal- 
ers were given a preview of advertise- 
ments, radio and TV jingles, and point 
of sale material used to promote MP. 


speed 


Refined Products Stocks 
Show Increase in 1953 


Gasoline stocks increased 24 million 
bbl. during 1953, while distillate fuel 
oil stocks rose 13 million bbl., accord- 
ing to a Bureau of Mines summary. 

Total refined product stocks reached 
440,634,000 bbl. at the end of 1953, 
for an increase of 46.6 million bbl. 
during the year. 

Demand in 1953 averaged 8,032,- 
000 b/d, an increase of 4.1% from 
the 1952 average of 7,712,000 b/d. 
Domestic demand averaged 7,631,000 
b/d, up 4.8% from the average of 
7,280,000 b/d in 1952. 

Other details of the report include: 

Total U. S. crude oil production 
averaged 6,446,000 b/d in 1953, a 
3.4% increase over the 1952 average 
of 6,256,000 b/d. 

Crude oil capacity of operating re- 
fineries at the end of the year was 
7,570,000 b/d. 

Imports averaged 1,050,000 b/d, 
with crude alone at 650,000 b/d. In 
1952, the average was 955,000 b/d, 
with crude at 575,000 b/d. 

Stocks of crude amounted to 276,- 
676,000 bbl. on Dec. 31, an increase 
of 4.7 million bbl. during the year. 

New oil wells completed in 1953 
totaled 25,762, compared with 23,446 
in 1952. 


STORAGE 


Anti-Smog Authorities 
Threaten Legal Action 


Legal action will be taken, if neces- 
sary, to compel oil companies to in- 
stall floating roofs on straight run and 
cracked-stock storage tanks, says 
Gordon P. Larson, Los Angeles 
County Air Pollution Control District 
director. 

This statement followed a demand 
by Supervisor Kenneth Hahn that oil 
companies not be permitted to “drag 
their feet” in complying with anti- 
smog regulations. Mr. Hahn criticized 
the Los Angeles district for being too 
lenient in granting extensions of the 
Feb. 1 deadline for installation of 
floating roofs on cracked-stocks stor- 
age tanks of more than 10,000 bbl. ca- 
pacity. 

Only 38 out of 74 tanks were cor- 
rectly roofed by Feb. 1. Postponement 
of the deadline was sought by seven 
companies owning 36 of the unaltered 
tanks. Four of these companies have 
been granted postponements because 
of non-delivery of critical parts and, 
in the case of one company, because 
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of lease complications. These four 
companies are now temporarily out of 
danger of legal action because courts 
won't accept jurisdiction after a “vari- 
ance” has been granted by a quasi- 
judicial body such as the air pollution 
control district. Included in this group 
are: Richfield Oil Corp., Standard of 
California, Sunset Oil Co., and Tide 
Water Associated. But at week’s end, 
postponement requests were still pend- 
ing for the three other oil companies: 
Shell Oil Co., Time Oil Co. and Wil- 
shire Oil Co., Inc. 

Mr. Larson defended the progress 
of his district by pointing out that 
50 tanks in his district had been 
equipped with floating roofs ahead of 
time even though 38 tanks failed to 
make the Feb. 1 deadline for 10,000 
bbl. cracked-stock storage tanks. He 
added that the “construction schedule 
indicates all tanks will be controlled 
by final deadline” of May 1, 1955. 

The oil industry, says Mr. Larson, 
has already reduced by 380 tons a day 
the volume of hydrocarbons dis- 
charged into the atmosphere. This is 
over half of what the district hopes to 
correct from those sources, he says. 


LATE NEWS 


Ashland Has New Additive—Ash- 
land Oil & Refining Co. is launching 
a new premium grade gasoline with 
an additive called ICA (Ignition 
Control Additive). An extensive ad- 
vertising campaign is being used to 
introduce ICA in 4,000 service sta- 
tions operated in northeastern U. S. 
by Ashland and its affiliates—Aetna, 
National Refining, and Frontier. 


5,300 Join OWlU—Over 5,300 new 
members have been signed up by or- 
ganizers for the Oil Workers Inter- 
national Union (CIO) since the union 
began a membership contest on Aug. 
1, 1953. The contest will continue 
until July 31, 1954. 

N. Y. Consumption Up—Motor fuel 
consumption in New York State set a 
record in 1953, climbing nearly 7% 
higher than the previous record in 
1952. Consumption in 1953 totaled 
3,187,700,000 gal., according to the 
State Tax Commission. New York’s 
motor fuel consumption has increased 
steadily for the past 10 years and is 
now running more than 50% higher 
than 1941. 

New Deep Water Terminal—A deep- 
water terminal has been opened in the 
Fairfield section of Baltimore by Har- 
tol Petroleum Corp. The terminal has 
600,000 bbl. storage capacity, and 
enough land for additional storage 
when needed. 


19 





Only yesterday a “poor rela- 
tion” of the oil industry, natural 
gas has sprouted up overnight 
to become the nation’s sixth 
largest industry. 

Some 1,221,000 new gas 
home-heating customers are ex- 
pected to be added in the 1953-54 
heating season. 

Further expansion is indicated 
by current applications for 10,- 
000 miles of new gas lines to 
feed new and existing markets, 
mostly in the north. 

The heating oil marketer gen- 
erally is seen as being slow to 
awaken to the natural gas threat. 

But local jobbers, jobber 
groups and heating oil organiza- 
tions are striking back with ag- 
gressive campaigns. 


In arming itself for a resistance 
movement, the oil heating fraternity 
is combatting one of the fastest grow- 
ing industries in the country—one 
that supplied the Btu equivalent of 
some 7 billion gal. of No. 2 heating 
oil for natural gas househeating re- 
quirements in 1952. Projections see 
this figure jumping to some 10.8 bil- 
lion gal. in 1956. 

Statistics spell out in bold letters the 
expansion of the gas industry. It has 
more than $11.5 billion invested in 
plant and facilities, with total capital 
assets of more than $13.3 billion. Rev- 
enues from natural gas increased 
15.7% in 1953 over the previous year, 
to total a record $2,268,000,000. And 
this year through 1956, gas utility and 
pipe line companies will invest an 
estimated $3 billion in a planned con- 
struction program. 

The whirlwind advance of natural 
gas had added 150% more customers 
since 1940. In the same period, the 
volume of gas sold by utilities and pipe 
lines has climbed 235%. This growth 
is expected to continue. C. J. Hedlund, 
chief economist of Jersey Standard, 
sees its probable expansion as a rela- 
tively more rapid pace than oil. 

An estimated 99.3% of total gas 
sales in 1956 will be derived from 
natural gas. 

The demand for natural gas has 
mushroomed proportionately in all its 
classes of usage. The three major 
groups of consumers are: domestic 
and commercial fuel outlets, gas and 
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Natural Gas Expansion Strikes 
Heart of Heating Oil Markets 
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Residential Customers Using Gas for Heating 
(actual 1949-52; forecast 1953-55) 


oil company use for internal consump- 
tion and industrial application as fuel 
or chemical raw material. However, 
the greatest requirement is for home 
heating. 

Househeating Demands Soar—The 
trend is seen in the total requirements 
between 1952 and 1956. Spaceheating 
will account for 22.7% of total gas 
needs in 1956, compared with 19.6% 
in 1952. The only other category for 
which a relative increase in impor- 
tance is foreseen is in the firm indus- 
trial load. 

Natural gas househeating customers 
increased 188% in the ten years end- 
ing 1953. With 1,090,000 new house- 
heating customers added during the 
1952-53 heating season, the estimated 
total of residential gas heating cus- 
tomers was brought to about 11,750,- 
000. 

An aggregate of 16.1 million house- 
heating customers is anticipated by 
1956. Of these, 15.1 million will use 
natural gas. More than one-fourth of 


these new heating installations are 
projected for New England. 

The acceptance of gas for space 
heating is seen as growing more 
rapidly in the northern areas under 
the impetus of pipe line expansion. 
Southern areas for the most part now 
have a higher degree of space heating 
saturation. 

This potential is expected to be ful- 
filled as additional supplies of natural 
gas are brought into areas where the 
demand for gas househeating still ex- 
ceeds available supplies by utility com- 
panies. 

Therms Vs. Gallons—tIn terms of 
increased gas consumption, peak day 
requirements for domestic spaceheat- 
ing are expected to advance about 
49.2% during the next four years, to 
total more than 205 million therms 
(one therm being equal to 100,000 
Btu’s). Oilmen’s terminology defines 
this as the equivalent of approximately 
146.4 million gal. of No. 2 heating oil. 

Further translation points up the 
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relation of dollars and cents to a po- 
tential heating oil market. At 14¢ a 
gallon, the 146.4 million gal. would 
represent $20,496,000 to the fuel oil 
business. And taking an arbitrary 
%4 ¢ as the net profit per gallon would 
yield $1,198,000 per day. 

The gains made in gas heat con- 
sumption in 1953 were reflected in 
boosted sales of central gas heating 
units. These reached an estimated total 
of 820,000, nearly 100,000 more units 
than 1952. Gas conversion units also 
made considerable gains over the pre- 
vious year. 

(Comparative estimates indicate 
there were about 800,000 new do- 
mestic oil burners installed in 1953. 
This was an increase of several per 
cent over the previous year. However, 
industry sources see a decline of per- 
haps 3.7% this year.) 

Big Backlog for Gas—With the 
stepped-up use of gas in home heating, 
long waiting lists for the service are 
reported. Even now, an Ohio utility 
company claims it has 70,000 home- 
owners on the list for natural gas heat- 
ing. In Chicago, over 135,000 names 
are on file from consumers who want 
heat with natural gas. And a Brooklyn, 
N. Y., utility company says it started 
last year with 30,000 gas heating cus- 
tomers, picked up 10,000 in ten 
months and now is aiming at adding 
50,000 more in the next ten years. 

Metropolitan New York, the largest 
heating oil market in the world, has 
been far from immune to this fast- 
moving competitor. It has rapidly in- 
filtrated this area and fanned out in 
all directions. In two years, natural gas 
heat swept over all the upstate area, 
including the conversion markets in 
Syracuse and many other cities. Some 
oil jobbers have reported that gas 


equipment sales on conversions outsell 
oil heating equipment 18 to 1. 

In Westchester County, the New 
York Oil Heating Assn., Inc., states a 
good deal of all home building has 
gone to gas heat. And in New Jersey, 
where almost 95% oil heat was in- 
stalled in all new home buildings in 
1952, the heating demand is almost 
completely reversed. 

In their invasion of the home heat- 
ing potential, gas-heat people are 
concentrating on the new home build- 
ing market. The building contractors 
are accused of being interested in sav- 
ing costs without regard to the type of 
heating equipment they install. 

A gas installation might cost almost 
$100 less than oil. Added to this is 
the new lower-cost, gas-approved 
chimney which cannot be used for 
oil heat. All in all, the builder may 
save some $175 per home, or more. 

In those congested areas where 
there is littke room for new home 
building, the gas companies are vigor- 
ously pursuing conversion burner busi- 
ness. 

Mounting sales also are being built 
up in the industrial market. In areas 
such as the southwest and west coast 
increased volume has cut down the 
costs of natural gas to a point where 
it is fast replacing oil as a heating fuel. 

Statistics show, in the post-war peri- 
od natural gas has taken important 
markets from both coal and heavy fuel 
oil. Natural gas supplied 21.5% of the 
U. S. energy consumption in 1951- 
1952. Heavy fuel oil had 9.4%. 

Gas Grew Overnight — It’s only 
been since the last six years or so that 
the demand for natural gas in do- 
mestic and commercial heating has 
really hit its stride. A prime reason for 
the sudden spurt is generally accepted 








Sources of U.S. Energy 
1952 
(Total—38,773 trillion Btu) 


as transmission. During the war there 
was no steel for the required pipelines. 
And there was little experience in the 
long-distance, big-inch pipe lines. 

But with the success of the conver- 
sion of the “Big Inch” from a crude 
oil carrier to a natural gas carrier at 
the end of the war, an impetus was 
given pipe line building that fanned 
out to most parts of the country. The 
nation’s utility and pipe line network 
of gathering, transmission, storage and 
distribution for natural gas now totals 
more than 394,000 miles. 

Last year alone, over 8,000 miles of 
new pipe line were approved by the 
Federal Power Commission. And ap- 
plications for about 10,000 miles of 
additional natural gas pipe lines were 
awaiting action by the Commission at 
the year’s end. This would represent 
an investment of more than $621 mil- 
lion. 

Infiltrates Everywhere — State by 
state, county by county, natural gas is 
reaching out all over the country for 
new markets. With the exception of 
Maine in the New England region, the 
Pacific Northwest is the only large 
region not yet served with natural gas. 


Pipe line applications now pending 
indicate natural gas shooting for new 
markets and/or supplementing exist- 
ing facilities in the Northwest, Ne- 
braska, Missouri and the Wisconsin, 
Minnesota and Michigan area. In the 
east, Virginia and West Virginia are 
prime targets, as are Pennsylvania and 
New York. One applicant would serve 
communities in Georgia and Florida 
not heretofore provided with natural 
gas. 

At least six proposals have been 
made for serving Washington, Oregon, 
Idaho and adjoining states. The West 
Coast Transmission Company has had 
witnesses before the FPC testifying 
that they will finance a $20 million 
pipe line to bring natural gas to the 


Residential Spaceheating Customers 
Using Natural Gas 1952-56 


(thousands of customers) 


Region 1956 1952 
New England 274 57 
Appalachian 3,452 2,312 
Southeast 761 552 
Great Lakes : 890 
Upper Mississippi Valley 420 
Mid-Continent 1,036 
Gulf Coast 2,232 
Rocky Mountains 373 
Pacific Southwest 3,075 
Pacific Northwest — 


% Increase 








U.S. Total 15,056.4 10,950.8 
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A SPECIAL NPN REPORT 


northwest from Alberta, Canada. The 
Commission is also conducting hear- 
ings on the petition of the Pacific 
Northwest Pipeline Corp. to bring gas 
to the northwest from the San Juan 
basin in New Mexico and Colorado. 

Several new lines already are sched- 
uled for construction within the next 
two years. A 1,200 mile, 30-inch trans- 
mission line to cost about $130,000,- 
000 will be built by the American- 
Louisiana Pipeline Co., to carry gas 
from Texas to Michigan. The Gulf- 
Interstate line will bring additional gas 
from Louisiana to Kentucky and West 
Virginia. And applications have been 
filed with the FPC to bring more sup- 
plies to the metropolitan areas of New 
York, Philadelphia and Newark, N. J. 

What with the mass penetration of 
natural gas throughout the country, 
economists see a trend that the gas in- 
dustry must soon reach a turning 
point. With the complex network of 
long-distance pipe lines and increased 
facilities and storage capacity, nearly 
all major virgin markets will be served 
in the next several years. Concentra- 
tion then will be made on expanding 
existing markets. 


Build Up Storage—As of the end of 
1953, there were 168 underground 
storage pools in the U. S. They had a 
storage capacity of 1,571 billion cu. ft. 
of natural gas. Projected figures see 
the gas industry investing more than 
$134-million on underground storage 
facilities from 1953 through 1956. 

One heating oil jobber with a hu- 
morous turn of mind sees a certain 
irony in the fact that his chief com- 
petitor is a by-product of the search 
for oil, although the bulk of gas pro- 
duced is from gas wells. Many oil 
companies are reported to be spending 
millions of dollars developing strictly 
gas fields. 

There were 65,100 producing gas 
wells in the U. S. in 1951. And more 
than 7,000 gas wells were drilled in 
the next two years. Net production of 
natural gas in 1953 reached a record 
9.40 trillion cu. ft. 

As to the prospect of supply, ex- 
perts calculate the nation’s actual re- 
serves of natural gas as more than 500 
trillion cu. ft. (That would be com- 
parable to the Btu content of some 
507 billion gal. of No. 2 fuel oil.) 


A “Big League” Operation—Job- 
bers ask: How has it been possible for 
natural gas to grow to man-size prac- 
tically overnight? One oilman puts it 
this way—“They’re ‘big league’ oper- 
ators.” 

This definition is illustrated by the 
joint plan of action instituted last year 
by the American Gas Assn. and the 
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Gas Appliances Manufacturers Assn. 
The prime purpose was to strengthen 
the competitive position of gas as a 
major domestic fuel. And unanimous 
support of the entire industry was re- 
ported to have been enlisted behind 
the program. 

This year gas utility and pipeline 
companies will spend more than $2,- 
650,000 for the co-ordinated industry 
program of promotion advertising and 
research. This program has just com- 
pleted its ninth year of operation. 


Promotional campaigns are planned 
for use by gas utility companies, appli- 
ance manufacturers and dealers. And 
such campaigns are supplemented by 
national advertising by AGA and ap- 
pliance manufacturers. Local utilities 
and dealers further spread the word 
by promotional efforts through news- 
papers, radio, television and outdoor 
advertising. 


There is scarcely a day that some 
new reference is not made to the ad- 
vantages of using “low cost natural 
gas heat.” Dodger fans are confronted 
with a huge billboard in the outfield 
at Ebbet’s Field with the tag line “Nat- 
ural Gas Is Here!” TV viewers are 
treated to short spots and commercials 
on such programs as news reports by 
utility companies. 


Advertising Appeals — The ap- 
proaches used in natural gas promo- 
tion and advertising often varies by 
area and by gas company. In those 
areas where supply is an equitable fac- 
tor, low cost is stressed. Here, “Nat- 
ural Gas Costs Much, Much Less!” 
Other tacks taken are: gas is cleaner— 
more convenient—provides better heat 
—supply is certain—service by utility 
is good—gas equipment is more effi- 
cient—pay for gas as it is used— 
requires no storage. 

One of the more prominent adver- 
tisers in the East, The Brooklyn 
Union Gas Co., publicizes an “amaz- 
ing money-back test” through the 
medium of large-space newspaper ads. 
They offer a free home heating sur- 
vey, in which a heating specialist 
would make a room-by-room survey 
and help the prospect choose the right 
gas conversion burner for the present 
boiler or furnace. If, at the end of the 
“Proof of Performance Test” the gas 
heating costs are not as low as esti- 
mated, the company will remove the 
burner and refund payments. 

Again, the same utility company ad- 
vertises gas installation with 24-hour 
delivery. No money down is required 
—five years to pay—$50 allowance 
for an oil burner—and free adjust- 
ment service. In their area, Brooklyn, 
the offer is made to replace an old 
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burner with gas for as little as $265 
delivered and installed. 

Locally and on a nation-wide scale, 
many millions of dollars are invested 
each year in telling the story of gas 
and gas appliances to the consuming 
public practically everywhere. 


Oil Keeps Pace—Despite the fact 
that the use of gas for home heating 
has been growing at a rate equivalent 
to about 29 million bbl. annually, 
heating oils for domestic purposes 
have expanded by almost the same 
volume. This gain is expected to 
continue. 

Current estimates, based on nine- 
month figures and mild weather in the 
early winter, see the volume of fuel oil 
used for domestic heating in 1953 as 
about the same level as the previous 
year. In 1952, Bureau of Mines figured 
the demand at 196,255,000 bbl. of No. 
2 oil and 102,813,000 bbl. of ker- 
osine. 

New heating oil business can be 
expected to be at a lower ebb in any 
area where new pipe line facilities in- 
crease supplies of gas at costs lower 
than fuel oil. If natural gas must move 
greater distances, as in New England, 
costs rise sharply. 


‘Complacency’ Dangerous — With 
the consumer demand for automatic 
heat being so great, a prevalent atti- 
tude is seen among heating oil market- 
ers to: “Live and let live. There’s 
enough business for everyone.” Oil- 
men see this complacency as danger- 
ous to the competitive position of the 
heating oil industry. Moreover, they 
charge heating oil marketers in gen- 
eral with “laxity” and “disorganiza- 
tion.” 

There is strong hope that this very 
real threat to his business stirs the 
heating oil jobber out of his “leth- 
argy.” The market is there if he wants 
to work for it. (Approximately 80% 
of the nation’s heating oil demand is 
calculated to be handled by independ- 
ent fuel oil marketers.) Supply of 
product is plentiful. Demand for auto- 
matic heat is at an all-time high. 


It is felt that the invasion of nat- 
ural gas should spur all concerned— 
from the majors to the smallest heat- 
ing Oil jobbers—to intensify public 
relations activities, to examine oper- 
ations from an efficiency standpoint, 
to place increased emphasis on train- 
ing, education, customer relations and 
service. 


Oilmen Slow to Awaken—As yet, 
neither the jobber or the oil industry, 
as such, has risen to the challenge of 
natural gas, except in occasional local 
efforts. As with the gas industry and 
appliance manufacturers throughout 
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This sign boosts T. B. A. profits 


This glow-in-the-dark sign tells motorists your come to them because they want Safety Check 


dealers are Safety Check Headquarters in their — Service. This gives them the ideal opportunity 
neighborhood. And that they endeavor to to sell Westinghouse Sealed Beam Headlamps 


check tires, battery, lights, brakes, and wiper —the high dollar volume bulbs—and other 
blades on all cars left for service. Motorists 1T.B.A. items. 
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Seat Covers are avail- 


Betty Furness on able for your dealers. 


“WESTINGHOUSE See your Westinghouse ey 
STUDIO ONE” salesman or write: oy 
will tell motorists to look for Westinghouse Lamp Di- 


the Safety Check Emblem. vision, Bloomfield, N. J. 
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the nation, there is no unified action 
to take appropriate measures. Certain 
individual jobbers, local jobber groups 
and heating oil organizations have 
developed promising campaigns but 
have found jobbers generally either 
disinterested or slow in taking advan- 
tage of them. 

A growing awareness, however, was 
noted at the last meeting of the Fuel 
Oil Committee of the API Division of 
Marketing. A proposal was made to 
survey the problem of the invasion of 
natural gas. And a national advertis- 
ing and public relations campaign is 
being considered, aimed at telling the 
consuming public why fuel oil is the 
best heating fuel. Among other pro- 
motion material projected are motion 
pictures carrying out this theme. A 
report will be presented and the extent 
of the campaign will be reviewed at 
the next meeting in Denver, this May. 





Correct Weaknesses — Before or- 
ganizing or participating in a resistance 
movement, oil industry spokesmen 
feel the heating oil jobber first has to 
do a general house cleaning. “You're 
wasting time attacking gas unless you 
correct your own weaknesses.” 

One important weakness they see 
is the temptation to sluff off on service 
and quality of burner installations. 
Some jobbers don’t take the trouble to, 
or in the pressure of time neglect to, 
train their servicemen properly. As a 
result, customers and prospects are 
more willing to listen to gas sales talk. 

There are about 7 million power oil 
burners in the country. This is about 
2% times the total at the end of the 
war. 

Skilled installation and servicemen 
are in constant demand. One evalua- 
tion has it that the industry requires 
some 2,000 additional experienced 
men for installation and service work 
during the peak period of the heating 
season. With the labor market as it is, 
desirable material is often hard to 
come by. But the heating oil jobber 
is still responsible to his customers 
for quality service and installation. 
And he is responsible for training his 
men properly. 


Train for Competition—Generally, 
the jobber relies on training on the 
job to provide his men with sufficient 
technical know-how. In many cases 
he admits this may not be enough. 
But other sources are available. For 
one, most burner manufacturers offer 
instruction to servicemen in one way 
or another. Some have periodic schools 
in operation at their plants. And most 
major oil companies offer technical 
assistance, counseling and _ certain 
training facilities. 
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Natural Gas Sales in Billions of Therms 
(1.4 therm equals 1 gal. No. 2 heating oil) 


In another instance, a training pro- 
gram of oil burner installation and 
service is in session at vocational 
schools in New York City. The pro- 
grams are sponsored by the New York 
Oil Heating Assn. In 1952, 74 trained 
young men were graduated and made 
available to industry. In addition, 
other vocational high schools in the 
city gave free refresher courses. These 
were attended by 393 men from the 
industry. 

Two schools are in session in Mid- 
dlesex and Essex counties in New 
Jersey, backed by local jobber groups. 
Another is planned in Trenton. In 
addition, there are seven service man- 
ager clubs in the state where common 
problems are aired and _ solutions 
sought. 


Burners at Low Efficiency — One 
piece of testimony pointing to service 
inefficiency—one of which the gas 
people are said to be very much aware 
—is that oil burners generally are 
operating at 45-55% efficiency. Many 
are reported even below that. With oil 
heating, the stack temperature and the 
COz varies considerably. Accordingly, 
unless equipment is installed accur- 


ately and proper tests made, most in- 
stallations result in low thermal 
efficiency. 

By comparison, due largely to the 
American Gas Assn.’s high standards 
and their laboratory work, gas heat 
burns with a low stack temperature 
and COs is at an almost constant fig- 
ure. So studies show it is not unusual 
to find a gas installation averaging 
70-75% thermal efficiency. 

Check-Up Needed—Inefficiency of 
service and installations are recog- 
nized as real symptoms of the sickness 
infecting the oil heat business. But oil 
men insist that the average jobber 
must give himself a thorough check-up 
at home before he attempts to take on 
any real competition. 

They point to an examination of 
costs as a good start. Then, too, he 
can look for the answer to a number 
of $64 questions. Is the delivery sys- 
tem efficient? Does the dispatcher 
know his business? How many custo- 
mers are On automatic delivery? Is 
the fleet maintained properly? Is the 
accounting method bogged down? 
Are credits over-extended? Are collec- 
tions regular? 
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"Cavalcade of America” 
Films Available For 
Oil Company Use 


The story of men and women who 
helped to shape the dynamic, ad- 
venturous growth of America has 
been brilliantly dramatized on film 
3 Du Pont’s television series, 

Cavalcade of America.” 

So far, more than 30 of these his- 
torical-interest films have been pro- 
duced. Their subjects range all the 
way from the Louisiana Purchase to 
“Teddy” Roosevelt’s early days in 
the Dakota badlands . . . from pirate 
Jean Lafitte’s part in the defense 
of New Orleans to Samuel F. B. 
Morse’s invention of the telegraph. 

Many of the films deal with the 
people—and their ideas—who laid 
the foundation for our tremendous 
industrial progress. For example, 
the story of how Eli Whitney be- 
came the first mass production man- 
ufacturer of firearms . . . how Sam- 
uel Slater became the father of the 
American factory system ... and 
how Tom Davenport, a blacksmith, 
created the first electric motor. 

These 28-minute films are ideal 
for public relations showings. You 
may also find them useful for en- 
tertainment at dealer meetings. Any 
Du Pont Petroleum Chemicals Di- 
vision representative or regional of- 
fice will glad to help you obtain 
any of these films on a loan basis. 











SALES PROMOTION MANAGER 


Rosert F.. Harwickx joined the Du Pont 
Company in 1950 and was appointed 
Sales Promotion Manager of the Pe- 


ROBERT F. HARWICK 


troleum Chemicals Division the fol- 
lowing year. He brought to this job a 
broad oil industry experience—ranging 
all the way from manufacturing to 
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Do Service Station Services 
Help Increase Dollar Sales? 


Report No. 6 of Du Pont’s continuing Survey of Consumer Gasoline Buying 
Habits points up the relationship between dealer 
services and volume of product sales 


Changing the vocabulary of millions of motorists is a tough job. But gasoline 
marketers hav e been highly successful in doing it. What was once known as 
a “gas station” or “filling station” is today thought of and referred to as a 


“service station.” 


In accomplishing this name change, service has become an important part 
of gasoline marketing. But does it pay off in sales? Report No. 6 on Du Pont'’s 
extensive Survey of Consumer Gasoline Buying Habits contains statistics to 

take the answer to this question out of the “hunch” category. 


THE IMPORTANCE OF SERVICE as a service station sales stimulant is highlighted 
in Report No. 6 of the Du Pont Survey of Consumer Gasoline Buying Habits. 








editorial work with a petroleum publi- 
cation. 

In 1934, Mr. Harwick started with 
the Gulf Refining Company as a unit 
operator at their Girard Point Refinery. 
He was later transferred to the Com- 
pany’s advertising and sales promotion 
staff at Pittsburgh. In 1948, he joined 
the Oil and Gas Journal as West Coast 
editor. 

At Du Pont, he has been in charge 
of such customer service projects as the 
Brand Name Program and the Survey 
of Consumer Gasoline Buying Habits. 

A graduate of Drexel Institute with 
a B.S. degree in Chemical Engineer- 
ing, Mr. Harwick served for four years 
with the U. S. Army during World 
War II. 





Report No. 6 covers specifically serv 
ices given by dealers and _ services 
wanted by the motorist. Based on 3,100 
household interviews and 21,000 ob- 
servations at 1,193 service stations, the 
survey was conducted by National An- 
alysts, Inc. It is countrywide in scope. 


Importance Of Oil Check 
All of the motorists interviewed were 
asked what they considered the most 
important dealer service. Oil check was 
the answer given by more than 90% 
of them. 

And the station observations showed 
that the more often oil was checked by 
the station attendant, the more often 
oil was sold. Yet only a small percent- 
age of the total number of customers 
were offered an oil check. Many of 
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them had to ask for it. And the _— 
percentage of motorists neither asked 
for nor were offered an oil check. 


Who Was Offered An Oil Check? 


Owners of newer and more expensive 
cars were offered the oil pln more 
frequently than owners of older cars. 
Yet, the chances are that the older cars 
are more likely to need additional oil 
between changes . . . and therefore 
represent a greater potential market 
for oil. 

In addition to oil check, Report No. 
6 covers consumer attitudes toward 
many other important dealer services 
—both free and paid. You'll find in it 
detailed information on the number of 
motorists who expect to have their 
windshields cleaned with every stop 

. how many motorists would like to 
have tire pressure and battery water 
checked more frequently . . . and even 
the relationship of these services to tire 
and battery sales. It also contains data 
on paid services . . . plus data on the 
stimulating effect of these services on 
sales. 

Sales-Service Ratio 

The station observations show that the 
motorists who received the most serv- 
ice purchased the most gasoline. On the 


OBSERVATIONS SHOW THAT AS MORE SERVICES ARE 
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A TYPICAL CHART from Report No. 6 shows 
the relationship between free and paid services 
and gasoline sales. 


average, motorists who received free 
service bought 2 gallons of gasoline 
more than those who received no serv- 
ice at all. And those who received paid 
service purchased, on the average, 
slightly less than one gallon more than 
those who received no service at all. 
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Engineering Talks On 
Automotive Service Problems 


As an aid to oil company fuel and lubri- 
cation engineers, personnel from the 
Technical Section of the Du Pont Pe- 
troleum Chemicals Division are pre- 
pared to conduct a technical confer- 
ence on automotive service problems. 


The conference is designed for those 
directly concerned with the perform- 
ance of fuels and lubricants in the field. 
And it is expected that the material 
covered in the conference will prove 
extremely helpful to these engineers 
in answering customer complaints in- 
volving service problems. 


Broad Range Of Topics 
Five important topics are covered in 
the conference: 1. exhaust valve burn- 
ing; 2. induction system deposits; 3. 
road testing of gasoline; 4. ignition sys- 


tem and spark plug fouling; 5. engines 
and their octane requirements. The in- 
dividual talks range in length from 35 
to 50 minutes. And the complete con- 
ference takes about half a day. 

The fundamental principles under- 
lying the specific operating problem 
are covered in each talk. The speakers 
use these principles to explain the prob- 
lems in a manner which suggests meth- 
ods of assuring trouble-free operation. 


Experienced Speakers 

Each talk is given by a well-qualified 
member of the Petroleum Chemicals 
Division’s technical staff. All have had 
years of experience in their respective 
subjects in the Du Pont laboratories, in 
oil refineries and in technical service 
activities. 

The talks, however, are informal and 
easy to follow. Each speaker is well 
trained in public speaking. And the 
talks are amply illustrated with colored 
slides. 


Available To Oil Companies 

This conference is available to any oil 
company. And it may be scheduled for 
any time at a location most convenient 
for the audience. If you are interested 
in obtaining the conference for your 
automotive service group, you may re- 
quest it from any Du Pont Petroleum 
Chemicals Division regional office or 
representative. To insure that all speak- 
ers are available, we suggest that you 
make arrangements well in advance. 








Complete Information Available 


In addition to Report No. 6 which is 
now being distributed to marketing ex- 
ecutives, the full and complete infor- 
mation collected by this survey on serv- 
ices is recorded on IBM cards. This 
information can be cross tabulated to 
provide seasonal, regional, and other 
specialized breakdowns. These cross 
tabulations are available to oil com- 
pany market research groups through 
the Petroleum Chemicals Division’s 
Wilmington office. 

The Survey of Consumer Gasoline 


Petroleum Chemic 
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IN CANADA: Canadian Industries Limited — Toronto, Ont.— Montreal, Que.— Calgary, Alta. 
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NEW YORK, N. Y.—1270 Ave. of the Americas 
CHICAGO, ILL.—8 So. Michigan Bivd. 
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HOUSTON, TEXAS—705 Bank of Commerce Bidg. 
LOS ANGELES, CALIF.—612 So. Flower St. 


Buying Habits is part of a continuing 
Du Pont marketing study program. 
Work is already under way on a new 
study which will contrast dealer atti- 
tudes and beliefs with those of con- 
sumers. 


Better Things for Better Living 


. .. through Chemistry 
al S 





Phone COlumbus 5-3620 
Phone RAndolph 6-8630 
Phone Tulsa 5-5578 
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With these questions answered sat- 
isfactorily—and with a smooth-run- 
ning, low-cost operation—only then 
is the heating oil jobber ready and 
able to carry the fight to natural gas 
competition. 

Oilmen Fight Back—Just as he is 
responsible for the efficiency of his 
own operation, oilmen feel that the 
main stimulus and initiative of carry- 
ing the story of automatic oil heat to 
the consuming public should come 
from the individual jobber, through 
joint action with local jobber groups 
and heating oil organizations. 

Some jobbers are fighting back to 
retain and even expand their heating 
oil potential. Those associated with 
such groups as Oil Heat Institute chap- 
ters are pointed to as examples of 
aggressive Campaigners. 

Perhaps typical of the important 
work being done by such fuel oil 
groups throughout the nation is that 
of the jobbers associated with the Oil 
Heat Institute of Washington (state). 
Since 1951 when they initiated a pub- 
lic relations and advertising program, 
they have been working with increas- 
ing fervor to make the public con- 
scious of the superiority of oil heat. 

Their campaign takes the form of 
every major advertising media—news- 
paper ads and feature publicity, out- 


door posters, radio, TV, motion pic- 
tures, direct mail and even advertising 


novelties. Each item carries their 
slogan: “Modern heat with oil heat.” 
In publicizing the various advantages 
of oil heat, more and more stress is 
being placed on safety. This is so 
particularly with the increasing pros- 
pect of natural gas entering the north- 
west. 

Representative dealers from all 
areas in which the program is carried 
on, comprise the committee which ap- 
proves the advertising. Major oil com- 
panies who support the program also 
are represented. 

The membership pays for the adver- 
tising program, based on their volume 
of business—1/20¢ per gallon on dis- 
tillate heating oils and/or $1 for each 
heating installation. The thinking is 
that no one area can claim another as 
being favored, since the monies 
raised are spent in those areas where 
it is collected. 

An example of the extent of the 
group’s public relations activities was 
demonstrated during Oil Progress 
Week. A parade through downtown 
Seattle was arranged with 50 oil 
companies participating. Floats car- 
ried the theme of the campaign, 
“Modern heat with oil heat,” as did 
pennants streaming from the trucks. 

In addition to an aggressive promo- 


tional campaign, the Washington OHI 
is concerned with other allied activ- 
ities. These include industry business 
research, recommendations on legisla- 
tive actions and the exchange of tech- 
niques and information between deal- 
ers to promote more effective selling. 

To determine the effectiveness of 
their program and to give them a guide 
for future planning, a survey is con- 
ducted each year among home owners, 
primarily as a measure of heating pref- 
erence. The first survey in Seattle in 
1950 showed 74.6% preferring oil 
heat. Last year, oil heat preference 
rose to 81.1%, an increase of 6.5% 
in three years. 


“Clinic” Airs Problems—aA differ- 
ent approach to the natural gas inva- 
sion was co-sponsored by the Fuel 
Merchants Assn. of N. J. and the Fuel 
Oil Distributors Assn. of N. J. With 
their memberships including both solid 
and liquid fuel dealers, they launched 
a state-wide “clinic” in mid-February. 
Each of the three all-day sessions was 
a complete package. 

The agenda was divided into four 
main sections, each conducted by an 
authority in his particular field: “What 
we can do about natural gas;” com- 
parative costs of all fuels, how to fig- 
ure them, and public relations ap- 
proaches to gas competition; gas com- 
petition at retail levels, as viewed by 
the fuel oil supplier; and “you must 
improve your service in order to stay 
in business.” 

The attending members also were 
equipped with promotional material 
they can adapt to their own local use. 
A minimum fee of $3.50 was charged 
for the all day program including 
luncheon. 

Weaknesses of Gas—In developing 
campaigns to combat gas heat, oili “4 
point to certain flaws in the competi- 
tive position of natural gas which 
work to the advantage of oil heat. 

Cost is a prime example. And trans- 
portation is the largest contributor to 
this. It wasn’t too long ago that natu- 
ral gas was available as a by-product 
of the oil fields at cheap rates. But 
what with the tremendous expansion 
of demand, exploration and the open- 
ing of gas fields and the investments 
of many millions of dollars in trans- 
mission lines, costs have soared. 

These costs are strongly reflected 
in consumer prices which are on the 
up trend. Some liberal estimates see 
gas prices going up as much as 300 
to 500%. Even though industrial use 
consumes the greatest amount of natu- 
ral gas produced, the largest portion 
of the bill is footed by homeowners. 
The gas that is used in the home may 
cost the homeowner $1.50 an MCF 
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Boost TBA Profits 
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Does More work 
. yet costs only 


$109.50 


F.0.B. 
Fort Dodge, lowa 


It’s a fact that more gas, oil, and grease is sold by 
service stations who do a big TBA business. That's 
because these stations don’t send their troleum 
product customers “down the street’ for TBA 
services motorists need . . like good tire service. 
Over 30,000 service stations from coast to coast use 
the Coats Iron Tireman to give good tire service as 
a good profit through real savings in time and back- 
breaking work. Tires go on and off the rim in 30 
seconds without beating, pounding, heavy rubber 
wrestling. And, stations who make themselves 
tire service headquarters get the MOST, the B 
chances of selling new tires, recaps, snow tires to 
step up TBA profits. 
WHY SERVICE STATIONS CHOOSE THE IRON 
TIREMAN OVER ALL OTHER TIRE CHANGERS 
COMBINED 


® More Convenient. Quick, easy foot pressure 
clamps tire securely. 

® Simpler. Anyone can operate 

. pon A, put-on, take-off tools. Vendier bead 


Get all the money making facts now. Write to- 
day for free literature, complete information. 


JACK HENNESSY SALES CO. 
National Distributors 

P. ©. Box 22, Audubon Station 
New York 32, N. Y. 
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(1,000 cubic feet), whereas the same 
quantity may cost a nearby industrial 
plant only 30¢. The difference is in 
the type of service, not the gas. 


In formulating their program 
through 1956, the American Gas 
Assn. made the basic assumption that 
coal and fuel oil prices will remain 
fairly stable; changes in gas prices 
are to be determined by the individual 
company, based on sources of supply 
and operating costs. 

Another limitation of natural gas 
stressed by heating oil men is that 
during the cold weather an added 
burden may be placed on the gas 
supply. They point out there is just 
so much load a pipeline can carry. 
Accordingly, there have been reports 
of low pressure supply where residen- 
tial sections have run short of fuel. 
(To help overcome this, the natural 
gas industry is increasing its under- 
ground storage facilities at the distri- 
bution end.) 


Certain explosive characteristics of 
gas are pointed to as another factor 
which testifies to the advantage of 
using oil heat. Explosions attributed 
to gas are reported to have shaken the 
confidence of many potential users, 
as have the deaths and illnesses due 
to carbon monoxide escaping from 
defective gas appliances. 

It grates against traditional Amer- 
ican thinking, too, that gas is locally 
available only through a single, regu- 
lated source—a monopoly, in effect. 
Unlike most household commodities, 
including heating oil, gas cannot be 
bought at will from dealers of the 
consumer’s choice. 





Advertising Plays Part—In waging 
their own private war through local 
advertising and public relations cam- 
paigns, individuals and oil groups have 
found certain successful themes and 
techniques for promoting oil heat. 
Little emphasis is given the actual 
condemnation of gas heat, as such. 
Rather, the positive approach of edu- 
cating customers and prospects as to 
the advantages of automatic oil heat 
are stressed. 

The message is driven home to the 
consuming public by personal solici- 
tation, direct mail, radio, point-of- 
sale promotion and newspaper adver- 
tising. Appeals are directed to both 
the consuming public and specifically 
to builders and contractors. Propor- 
tionately, the largest slice of the adver- 
tising dollar seems to have gone into 
local newspaper advertising. 

The advertising themes adopted for 
the most part have a logical appeal. 
In those areas where price is favor- 
able, the low cost of automatic oil 


1000's of bbi. (42gal.) 
360 


330 
310 
290 
270 
250 
230 
210 
190 


170 


* 


150 
ie) 


1943 1944 1945 1946 1947 1948 


----- Estimated 


1949 1950 195! 1952 1953 


U. S. Sales of Light Distillate and Residual for Heating 


heating is often stressed. Other essen- 
tial sales appeals used in the adver- 
tising are: cleanliness—no dirt, no 
dust, no messy cellars; convenience— 
no work, no worry, no tending fur- 
naces; automatic—healthy, comfort- 
able temperatures at the flick of a 
finger; safety—fuel oil is non-toxic 
and non-explosive; supply—automatic 
fuel delivery and storage on consu- 
mer’s Own property assures supply of 
fuel. Play is made, too on the fact 
that the consumer has the choice of 
brand and dealer. 


Varied Appeals in Ads—The tech- 
niques used are varied. Personalized 
testimonial, for one, has been found 
effective. The Oil Heat Institute of 
Greater Washington, for example, ran 
such an ad featuring a housewife’s 
picture, and stating her name and 
address. The theme was: “Only $6.05 
a month . . . that’s all my oil heat 
bill averaged.” 

A realistic pitch was used by the 
Oil Heat Association of Maryland, 
Inc., in an ad that stressed cleanliness. 
This four-column ad featured a pic- 
ture in a hospital operating room with 
the tag line: “17 Baltimore hospitals 
use automatic oil heat.” The hospitals 
were listed. 

The Fuel Oil Assn. of Southwestern 
Conn., Inc., has used a statistical ap- 
proach in large-scale ads. With a ‘true 
and false’ box score, it listed nine 
requisites of heating systems. In ad- 
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joining columns, “yes,” “no” and 
“questionable” were noted under the 
headings “Modern oil heat,” “fuel B” 
and “fuel C.” Oil heat tallied with 
nine yesses. 

A monetary approach was used by 
the Oil Heat Institute of St. Louis, 
Inc., by promoting an oil heating con- 
test. By completing the sentence: Oil 
is the worry-free heat because ... ,” 
the contestants were eligible for th 
prizes totaling $1,000. The slogan “Oil 

. . the Worry-free heat” appears on 
all their ads and promotional matter. 

A 3-column appeal to personal 
safety was used by the Wisconsin Oil- 
Heat Assn., Inc., with reported suc- 
cess. Illustrated by a flaming torch 
being thrust into a pail of fuel oil, 
the text was sparked by the headline: 
“Relax! Automatic oil heat is safe!” 

OHI Offers Promotion Aids—Such 
ads and promotional pieces as these 
are reproduced in the newly-developed 
OHI “Idea Book,” published by the 
Oil Heat Institute of America. This 
portfolio is a compilation of represen- 
tative material developed and used by 
various OHI chapters and other or- 
ganized oil heating groups for the 
promotion of oil heat versus gas heat. 

The 56-page book with its 133 repro- 
ductions covers a wide range of sales 
pitches. Proofs and in some cases mats 
are available to those who wish to use 
the material for their own advertising. 

Another important feature of the 
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idea book is a method for figuring 
comparative oil vs. gas fuel costs, de- 
veloped by the Oil Heat Institute of 
New England. It is designed to serve 
as a formula for the local adaptation 
of fuel prices, degree day averages and 
representative average fuel consump- 
tions. 

Printed in a limited edition, the idea 
book is available to qualified groups at 
a cost of $6 per copy. The Oil-Heat 
Institute of America, Inc., is located 
at 500 Fifth Ave., New York 36, N. Y. 

Reactions to Gas Threat — From 
other sections of the country come 
varied reactions to the natural gas 
threat: 

National Oil Jobbers Council—The 
fuels policy committee is now in the 
process of gathering ammunition for a 
hard-hitting brochure. Advance infor- 
mation indicates it will stress the 
dangerous nature of natural gas as a 
heating fuel, as compared with oil. 

Mid-Hudson Oil Co., Inc., Pough- 
keepsie, N. Y.—‘As to our activities 


in meeting the competition brought 
about by the introduction of natural 
gas into this area in 1950, we can ad- 
vise that it consisted mostly of a co- 
operative educational program through 
a series of ads appearing in the local 
newspaper. 

“We have been able to maintain our 
share of the market.” 

Illinois Petroleum Marketers Assn. 
—‘We feel that the best way of com- 
batting the invasion of natural gas is 
not by knocking the use of natural gas 
but by diligently promoting the use of 
oil heat.” At the association’s annual 
convention in March a comprehensive 
advertising and sales promotion cam- 
paign will be unveiled. Prior to the 
meeting, members will be mailed a kit 
containing mats and mailing pieces for 
local campaigns. 

Coastal Oil Co., Newark, N. J.— 
This organization has supported local 
fuel oil groups but has found a dis- 
appointing co-operation on the part of 
the members. A positive approach is 


taken, however, in that Coastal’s sales- 
men are encouraged to offer counsel 
to their jobbers. Moreover, the subject 
of natural gas and how to fight it is 
treated in all its aspects in the com- 
pany’s bi-monthly publication, “The 
Coastal Oil Way.” 

Harper Fuel Oil Corp., Long Island 
City, N. Y.—‘Our best attack on gas 
is by promoting fuel oil in every way 
—which we are doing. We circularized 
the API folder (“40 Ways to $ave 
Money With Your Oil Burner’) to all 
our accounts last year. And we sent 
different blotters with statements pro- 
moting fuel oil heating each month to 
our accounts. 

“We continually try to improve our 
service to customers, always. 

“We appreciate the threat from gas, 
but so far there has been enough busi- 
ness for everybody.” 

One oil heating executive capsulized 
the automatic heating situation with 
the comment: “The market is there if 
you want to work for it.” 
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Dealer Keeps Pumps Going in Tornado Struck City 


When electric power was cut off by a tornado in Sarnia, Ont., last summer, 
Imperial Oil dealer J. D. Murray pumped gasoline with this bicycle and belt 
arrangement. His best pumping speed was 10 gal. in three minutes. During the 
disaster, dealer Murray was at the pumps from 7 a. m. until 10 p. m. Electric 
power was cut off for 48 hours during which he pumped 1,450 gal. by pedal power. 
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Union Oil Plans to Break 
Station Building Record 


Union Oil Co. of California will 
launch the biggest station building 
campaign in its history in 1954, says 
the company’s annual report. The 
company is planning to build 155 new 
stations and rebuild 44 old stations. 
This will top the 1953 station building 
record of 105 new stations opened and 
44 older stations completely rebuilt. 


“Whenever possible,” says the re- 
port, “these stations are being financed 
by insurance companies and other in- 
stitutional investors under long-term 
lease arrangements.” 

Commenting on the competitive 
situation in the California oil market, 
Union President Reese H. Taylor says, 
“There is every reason to believe that 
business in general, and the oil indus- 
try in particular, will continue at a 
high level in 1954. However, it must 
be recognized that the Pacific Coast 
oil industry is in a period of transition. 
Pressures of high inventories and vir- 
tually unlimited availability of foreign 
crude oil makes 1954 a year of in- 
creasingly aggressive competition, with 
particular emphasis on marketing and 
development of new and better prod- 
ucts.” 

In 1953 Union Oil’s net earnings 
rose 38% over 1952 and were the 
highest in the company’s history. 
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Vie Markov Chose BOWSER Pumps 
To Back His Selling Team 


Good business judgment and teamwork mark the 
success of Vic Markov . . . All-American Tackle, Univ. 
of Washington, 1937 . . . Cleveland Rams’ Star, 1938 
. . . Fifth Armored Division Company Commander, 
World War II. . . owner of Vic Markov Tire Co., 
Seattle, Wash., since 1946 . . . and since 1949, an 
outstanding super-service marketer. Like many 
successful operators, Vic Markov praises Bowser 
performance and low-maintenance dependability. 
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7300 East Marginal Way 
SEATTLE 8, WASH 
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Duvet Factory Warehouse Distributors 


Dear Sir: 


In October 1949 I purchased 14 new Bowser 
595 Cable Retrieving pumps for our multiple pump 
station. They have all been in use since that time 
and have pumped many millions of gallons of 
Mobilgas and Mobil special. Other than minor ad- 
justments there have been no mechanical failures. 
The pumps were painted this year for the [first 
time and we expect still more years of good 
service from them. 


We are happy to say that we are pleased 
with the service and low cost operation the Bowser 
pumps have given us in our operation. 


Victor W. Markov 
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GUARANTEE. Unserviceable tire will 
be replaced by comparable new tire 
with full credit for the period of 
guarantee not realized. been damaged by any other road hazard — fallen rock, broken 
A great tire backed by a great 
manufacturer. 


5520 road-holding safety sipes and YOUR CUSTOMER GETS A NEW TIRE — immediately — 


gripping edges for greater protection 
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Jagged break in the pavement —a ruined tire! It could have 
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This Norwalk guarantee SELLS 
tires! Write the Armstrong-Norwalk 





Rubber Corporation, Norwalk, Con- 
necticut today! Get the full story. 
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STANDARDIZED DRUMS on Shell Oil Co. packaging line show that... 


Packaging Study Brings Savings and Sales 


Central packaging committees in three major oil companies have 
cleared the cobwebs from outdated packaging systems and stream- 
lined them for efficiency and economy. 

For the company this has resulted in substantial savings and 
simplified operations through standardization. 


For the marketer it means 
containers with “sales appeal” 
in sizes and types suited to his 
needs. 

Esso Standard Oil Co., The Texas 
Co., and Shell Oil Co. provide excel- 
lent examples of what central packag- 
ing committees can do. 

What Esso Has Done—Before the 
Esso committee was formed a little 
more than 10 years ago, the various 
companies in Jersey Standard’s far- 
flung system covered the world mar- 
ket with products packaged in 78 
color schemes and sizes. 

Today, six liquid packages and six 
grease packages, plus containers for 
specialty products, fill all needs. 
Throughout the world, they bear the 
Esso “family resemblance.” 

Liquid packages are one and five- 
quart and two-gal. cans; five-gal. lug- 


covered pail; 15-gal. drum, and 55- 
gal. drum. Grease packages are eight- 
oz. tube; one, 10 and 35-lb. lug- 
covered pails; 100-120-lb. keg, and 
400-Ib. drum. 

Over a period of time, packaging 
changes can make a tremendous dif- 
ference in the condition of the com- 
pany’s ledgers and the marketer’s 
position with relation to his compe- 
titors. 

Some Packaging Changes—Here is 
a short look at some of those changes: 

Esso formerly used a 23-lb. grease 
pail and a five-gal. liquid pail. The 
packaging committee increased the 
grease content to 35 lb., which filled 
the five-gal. pail. Different style lids, 
one with a liquid pouring spout, 
adapts the pail to either use, giving 
flexibility and reducing inventories. 


March 3, 1954 + NATIONAL PETROLEUM NEWS 


The Texas Co. at one time main- 
tained its own wood case manufactur- 
ing plants and carried on lumbering 
operations. All small cans were 
shipped in wood cases. When the 
packaging committee was organized, 
the company switched to pasteboard. 

Other accomplishments of the Tex- 
aco committee include changing the 
basic can design from four colors to 
three and adopting wirebound cases 
and crates in place of wood cases for 
off-shore shipments. 

One of these changes can save a 
company many thousands of dollars. 
On the switch to pasteboard cases, 
Texaco estimates an annual saving of 
several hundreds of thousands. 

All Departments Represented — 
Packaging committees at Esso, Texaco 
and Shell Oil Co. include men from 
all affected departments to insure a 
product which will meet all needs as 
completely as possible. 

Following is the membership set-up 
for each company. 

Esso—domestic and foreign market- 
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MERCHANDISING 


ing and manufacturing, 
and advertising. 

The Texas Co.—domestic and for- 
eign sales, manufacturing, packaging, 
advertising, legal and purchasing. 

Shell—marketing, manufacturing, 
transportation and _ supplies, legal, 
financial (methods and statistics) and 
purchasing. 

Decisions of the Shell and Esso 
committees are final. Those of the 
Texaco group are subject to approval 
of the manufacturing and marketing 
committee. The committees hold meet- 
ings only when problems arise. 

A survey of its membership in 1951 
by the Petroleum Packaging committee 
of the Packaging Institute revealed a 
wide divergence of authority on pack- 
aging in companies which do not have 
central committees. Five companies, 
including the three mentioned here, 
had their own groups. 

In the 11 companies not maintain- 
ing packaging committees, seven of 
them majors, authority was divided 
among: packaging engineer and sales 
department; marketing, assisted by 
manufacturing and purchasing; manu- 
facturing in close liaison with other 
departments; sales, manufacturing and 
purchasing; marketing; purchasing, 
assisted by sales; sales; executives of 
sales and manufacturing, and the pres- 
ident on advice of the purchasing, 
sales and manufacturing departments. 

Speaking of the Shell program, 
Packaging Engineer C. H. Phillips 
said, “Packaging is one of the few 
departments in an oil company that 
transcends all departmental bounda- 
ries. Packages and packaging distribu- 
tion methods are one field where 
improvement always can be made. It 
is extremely important if a company 
is to remain competitive. They are one 
of the most important sales aids we 
have.” 

Sheli Cuts Package Types—Since it 
went to work in 1950, the Shell com- 


purchasing 


mittee has cut the number of types 
and variations of packages to less 
than half the 1949 figure. 

Other gains, Mr. Phillips said, have 
been lighter packages saving freight 
costs, improved packages from the 
sales point of view, reduction of over- 
stocking and package deterioration, 
and other advantages. 

Package art work is handled by the 
arts, design and color committee. The 
packaging committee deals only with 
the mechanical part of design and 
filling. 

Complaints from the divisions on 
packaging usually are directed to the 
purchasing and stores department. If 
the package conforms with Shell speci- 
fications, it is up to the packaging 
engineer to find what is wrong. If a 
major change in policy, design of 
package or machinery is necessary, 
the problem goes to the committee. 

Ideas coming from outside the com- 
pany are routed first to the marketing 
department, then to the packaging en- 
gineer and the committee. 

A. Douglas Murphy, chairman of 
the Esso committee since its forma- 
tion in 1943, said one of the principal 
things to be guarded against in such 
a group is domination by one seg- 
ment. 

“It is conceivable that with market- 
ing in control, a package could be 
chosen which, while attractive from a 
sales angle, might be economically 
prohibitive because of handling, filling 
and shipping costs. 

“Conversely, if manufacturing de- 
partment makes all the decisions, it is 
possible that the package would not 
be attractive or have sales appeal. 

“It also is most important that the 
committee chairman be strictly neutral 
in his treatment of committee deci- 
sions.” 

The Esso committee has published 
a manual which is distributed world- 
wide, with copies registered in indi- 


viduals’ names and kept up to date. 
It describes in detail every package 
in the Esso line, giving specifications, 
brand, design and pictures of each in 
color. 

Results For Texaco—Prior to for- 
mation of the present Texaco group, 
oldest of the three, decisions affecting 
colors to be used in lithographing, 
printing or stencilling and the copy 
to appear on each type of package 
were relegated to a “Case and Can 
Design Committee.” 

But instances such as the expensive 
lumbering and case manufacturing 
operations carried on by the company 
brought about reorganization in 1933 
and establishment of the new group. 

R. Chester Reed, supervisor of 
packaging and shipping for Texaco’s 
refining department, said the commit- 
tee has three main purposes: 

—Consider new packages as to 
style and design for present or newly 
authorized products. 

—Direct such research as necessary 
to determine the advantages or disad- 
vantages of each style or design from 
the standpoint of the company and 
the consumer. 

—Consider changes in _ existing 
packages arising from performance 
experience in the field and production 
factors. 

Must Serve All Needs—Mr. Reed 
also stresses the importance of repre- 
sentation from different departments. 

As an illustration, he said, “remov- 


_ing the handle from a pail will reduce 


the cost of the package, but it also 
may result in a serious decrease in 
demand. Consumers may be equipped 
with special types of grease pumps 
and similar dispensing equipment for 
other products. 

“A change in a package may reduce 
the cost of manufacturing the pack- 
age, but it also may be completely 
impractical due to the type of dispens- 
ing equipment used by the consumer.” 
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Showing avto fitted 
with radio-activity gear 
to record instantaneous 
performance of oils 
compounded with 
Oronite additives. Tests 
are made under all 
types of driving 
conditions. 
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Oronite was first to make practical engine use of 
radio-activity to develop superior lubricating oil 
additives. This science has progressed far at Oronite 
in the past few years. Today, radio-activity is em- 
ployed under all types of actual operating conditions 
to gain instantaneous measurements from oils com- 
pounded from Oronite additives—to provide you 
with even more advanced additives. 


The research and testing facilities behind Oronite 
additives are the most advanced in the nation. With 
this years-ahead research it is possible that Oronite 
could provide your finished oil with competitive ad- 





vantages you need to win and hold a market. 


Oronite will tailor-make additives to your base 
oils — meeting your price and performance specifi- 
cations. 


See what Oronite additives can offer you. Just con- 
tact the Oronite office nearest you. 


ig conditions 


With Oronite Additives 
you can formulate oils to 
meet the new A.P. L Service 
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meet specifications for 2- 
104-B, MIL-0-2104, Supple- 
ment I and Series 2 oils. 
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FUEL OIL 
Mild Weather Cuts 
Degree Day Totals 


Temperatures took a decided climb 
in the East Coast, Great Lakes and 
Southeast areas during the week of 
Feb. 14-20 and brought an end to 
the cold snap. Degree day totals for 
these sections were about half of the 
number reported for the previous 
week. 


The mild weather was felt in the 
Midwest with the exception of Denver 
which reported 164 degree days, an 
increase over last week’s 126. The 
only part of the nation where degree 
day totals remained nearly constant 
was the West Coast. 

Minneapolis was the coldest city re- 
porting with 178 degree days. 

The unusually mild spell brought 
degree day totals far below the normal 
for the week. For this year the season- 
to-date-figures are well below the nor- 
mal, while close to the 1953 season- 
to-date figures. 


Week 
Feb.14- 
Feb.20, 
1954 1953 Normal 1954 


Season Sept. 1-Feb. 20 


East Coast 

Boston 3419 3486 3855 165 

New York(a) 2894 3071 3429% 130 

Phila- 

delphia(a) 2792(b) 2908 3169 99 

Washington... 2764 2663 2888+ 91 
Average 2967 3032 3335 121 


Great Lakes 

Buffalo 3982 4055 4247# 

Chicago 3593 4027(b) 4367 

Cleveland 3599 3633 4032 

Detroit 3780 63962 42414 

Toronto(a) 4154 4117 47982 
Average 3822 3957 4337 


Midwest 

Denver 3348 3799 4150 

Minneapolis . 4861(b) 5391(b) 5514 

Omaha 3748 4104 44484 

St. Louis(a) 2772 3038 3271# 
Average 3682 4083 4346 


West Coast 
San Fran- 
cisco(a) 
Seattle(a) 
Average 


Southeast 

Birming- 

ham, Ala. 2024 2056 

Charles- 

ton, S.C. (a) 1241 1317 1371 

Nashville, 

Tenn. 2187 2594 

Raleigh, 

N.C.(a) 2177 2204 2417 
Average 1907 2043 2185 


2114# 


2836+ 


Degree days are on 65 deg. F. basis. 

(a) Readings at city offices. Readings in 
other cities taken at airport offices. 

(b) Includes weather bureau correction. 

# New normals. 


1954 











JOBBER RELATIONS 





Jobber Problems Can Be Solved 


Farm credit, the rapid pace of 
station building, pricing and 
margins are among the most 
pressing problems that beset the 
oil jobber today. 


That these are genuine prob- 
lems, and that solutions are 
needed—and quickly—is the 
theme of a speech given by 
Robert L. Aden, president of the 
South Dakota Independent Oil 
Men’s Assn. at the annual con- 
vention of the lowa Independent 
Oil Jobbers Assn. in Des Moines. 


Following is the text of Mr. 
Aden’s talk. 


I’m assuming that you, like our 
South Dakota Jobbers, have problems. 
I don’t know of anyone who has them 
all solved. In fact, the trouble seems 
to be that most of the time we can’t 
even get them out in the open to dis- 
cuss them intelligently. 


Wary of Farm Credit—Something 
that’s been bothering us, and I sup- 
pose it has a lot of you, is this matter 
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$57.00. Enough to do 300 lin. ft. of 6 ft. chain link fence. 
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THE ONLY ROLLER MADE WITH CAPILLARY ATTRACTION (PAINT HOLDING POWER 
FencPaintel? Corporation 


Chicago 12, Mi. 
ane > Gree Seenes eens an ae aa 
covering FencPainteR 


2314 W. Van Buren Street Dept. NP 


of farm credit. 

To give or not to 

give—that seems 

to be the ques- 

tion. We have 

jobbers who de- 

mand and_ get 

payment every 60 

days or better. 

Many of them 

give a so-called 

“cash discount.” 

a. t. Ate On the other 
hand, there are many who say that 
a farmer only markets for cash two 
or three times a year and it’s only 
fair to go along with him on this 
basis. I suspect that they are really 
using this as a tool of competition. 
However, there are many successful 
jobbers doing a big business now be- 
cause they helped carry the farmers 
through the tough times. These farm- 
ers remember and still buy from them. 
Personally, I can’t see where this is 
any triumph of business ingenuity. 
For everyone who survived on such a 
policy, I'll bet we could dig back and 


find five who didn’t. So, for the good 
of the industry and especially the 
small rural jobber there should be a 
better solution. 

Bank Handles Credit—A few years 
ago, we experimented with a thing we 
called the “Rosebud” plan of farm 
credit. It was worked out in conjunc- 
tion with our state bankers’ associa- 
tion on the theory that carrying the 
farmer was a banking problem rather 
than a credit problem. In this plan, a 
loan was made by the bank to cover 
the farmer’s fuel needs for the season, 
along with such necessities as his seed 
loan and feeder Joan. 

The jobber was able to forward this 
farmer’s monthly fuel bills to the bank 
and receive payment direct from 
them. Out of each payment, however, 
a small percentage was deducted and 
credited to a reserve account which 
the jobber had to maintain to cover 
possible bad debt losses. The plan had 
a few more refinements, of course, but 
essentially that was it. 

A few jobbers tried it on an experi- 
mental basis and where it was well 
sold to all parties concerned, it 
worked out very successfully. But 
times were good, interest lagged and, 
as far as I know, nothing was done. 

I know it will work. Possibly many 
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See 


e. Natural light, glare- 
free, high-intensity. No 
greenish cast or color 
distortion. Excellent 
distribution. 

(2) Durable weatherized 
construction. Triple 
sealed and gasketed 
against rain, snow, 
moisture and bugs. 

Qe The original 15° 
angle light, full 28” 
wide. 

Exclusive pole adjust- 
ility. Meets any 
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STATION MASTER 


“Tame UL Sa tava Dag! 


STATION-MASTER island lights have a 
host of exclusive features and outstanding 
advantages; they combine the new highly 
efficient Slim-Line lamps and Corning 
Alba-Lite glass panels that produce an 
over-all natural light (closest to daylight) 
High intensity GLARE-FREE illumination 
on sales and service areas. Rugged pressed 
steel, die formed construction; hinged 
panels securely gasketed; heavy coated, 
baked-on white enamel finish over phos- 
phated treatment and red oxide prime 
coat for longer lasting beauty and greater 
light reflection; shock-free light sockets 
plus special lead-lag cold weather ballast 
and assured low temperature starting 
Fixtures completely wired—ready for line 
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To Meet Your Needs... 


YOU'RE RIGHT WITH 
EVER-TITE 


EVER-VTITE serviceability 
prevents leaks and spills; re- 
duces loading and delivery 
time 

EVER-TITE “the world’s best 
quick coupling’’ makes your 
hose connections fast and sure 
EVER-TITE dependability 
means longer-lasting, trouble- 
free service. EVER-TITES never 
fail or jam 

EVER-VTITE durability stands 
up under the toughest wear. 
EVER-TITE quality is main- 
tained by rigid control of 
construction specifications and 
materials. 


AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
COUPLING ¢€O. 
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JOBBER RELATIONS 


of you are using something similar 
now. We have a big feed and seed 
company in Sioux Falls that has been 
using the thing for years. Its farm 
credit runs close to $400,000 per year. 
The total losses since the beginning of 
this plan have been $700. It’s one way 
the company has been able to finance 
its expansion. 

Now I believe the time has come 
for all of us to seriously consider this 
or a similar plan, to set up the work- 
ing details and then go out and sell 
the idea to jobber and farmer alike. 
Or better yet, since he’s taking the 
same risks and facing the same prob- 
lems, let’s qualify the rural jobber un- 
der the Federal Farm Program and 
get him 90% of parity. 

Station Expansion—If you want 
another headache, count the number 
of new stations being built on Main 
Street. Have you ever talked to any of 
the oil company officials about this 
thing? Well, they told me that there 
are a great many old, outdated sta- 
tions and their place is being taken by 
these new stations. This is true and as 
it should be. 

And then, they say, “To keep up 
with competition we must expand, we 
must grow and provide the best facili- 
ties to attract customers.” This also is 
true and it’s a good sign of a healthy, 
competitive, expanding industry. 

But at some point there is a limit 
to the need for additional facilities ot 
this sort. The construction of addi- 
tional facilities should be somewhat in 
proportion to the increase in demand 
that the goods and services and facili- 
ties provide. 

During 1953, the gain in demand 
for gasoline was about 7%. But listen 
to this: A NATIONAL PETROLEUM 
News survey of 19 big oil companies 
showed that these companies were 
building 33% more stations in °53 
than in °52. This doesn’t include re- 
modeling of old sites, either. 

This may be good competition, but 
economically it just isn’t sensible. As 
a practical effect, it simply spreads the 
existing business thinner and thinner 
to a point where some of these fancy 
new stations are idle for lack of men. 

And what does the public think of 
all this? They can’t understand how 
or why this oil industry is doing it. 
They’re inclined to think the whole 
thing is a little stupid. 

This isn’t just sour grapes on my 
part because I can’t keep up with the 
competitive race. I admit that at the 
pace it’s going, I can’t, and I doubt 
that there are many jobbers here that 
can. And I’m not trying to stifle com- 
petition simply because I can’t keep 
up. 


When Will It Stop?—I'm genuinely 
concerned. I think it’s a very serious 
problem. Secretly, I'll bet some of the 
major oil company officials are becom- 
ing a little concerned, too. They’re 
forced to keep up with the competi- 
tion. But somewhere, sometime, some- 
one has to call a halt to this. 

Ordinarily this would be when the 
additional units proved unprofitable. 
But somehow I have a sneaky idea in 
the back of my mind that the profit- 
ability of this big expansion program 
is not too much a factor; that it 
doesn’t matter too much whether each 
individual station stands on its own as 
far as profit is concerned. This of 
course includes a reasonable return on 
the real estate investment. 

All too frequently, nowadays, we 
hear of a company “buying its way 
into a market.” Or look at some of the 
“deals” being negotiated for service 
station outlets on the turnpikes and 
toll-roads. 

The whole thing poses a threat to 
the jobbing segment of the industry. 
And it’s time we took steps to clear 
away the gobbledygook and lay it 
open to its bare economic facts. 

Gasoline Pricing ‘Taboo’ — While 
considering economic facts, what 
about the price of gasoline. You 
know, the price and the pricing of 
gasoline is usually considered a taboo 
subject. 

There are so many factors that af- 
fect the price structure of gasoline 
that are rarely found in other com- 
modities. On one hand you have a 
commodity in which the government 
has practically forced an oversupply 
—an excess refining capacity. This is 
a pretty expensive thing if not used. 
And you have a commodity which is 
all about the same quality, same speci- 
fications. At any rate, you cannot very 
effectively demonstrate the advantage 
of one against the advantage of an- 
other. I believe we'll have to admit 
that in view of present pipe line poli- 
cies. 

On the other hand, you have a fair- 
ly stable demand for this commodity. 
A big supply at a low price does not 
have any sudden material effect on 
the demand. Its purchase is not defer- 
able. Neither can it be bought at a 
low price and stored to any extent by 
the consumer. 

Pricing Is Two-Faced—tThese and 
many other special factors enter into 
the price of a gallon of gasoline. Yet, 
you still have the same old unalterable 
law of supply and demand. With all 
these conditions combined, you have 
a two-faced pricing system. And I be- 
lieve if it is continued, it could pull 
the foundations right out from under 
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Nothing stops ‘em like DULUX ! 


A good-looking station means business. Catch the 
motorist’s eye, and chances are you’ve caught 
another sale. That’s why profit-wise station own- 
ers are painting their pumps and buildings with 
Du Pont DULUX Enamels. 

Du Pont DULUX Finishes are chemically 
engineered to take the toughest, roughest wear 
without losing their bright, eye-catching colors. 
Come rough weather or hard knocks . . . gas, oil, 
and grease spillage .. . DULUX still gleams and 
sparkles anew after each wipe-down. Your main- 


tenance is simplified, and maintenance costs are 
reduced. 


Take advantage of the sales-pulling power of 
DULUX. With over 187,000 competing stations 
throughout the country, it’s good business to 


have the car-stopping appeal a DULUX finish 
gives! 
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There's a Du Pont Finish for every service-station surface! 


DU PONT 
“DULUX” EXTERIOR FINISHES 
for 
service-station exteriors 


Here’s one of the best-hiding, easi- 
est-spreading, finest-covering ex- 
terior finishes you ever used! No 
messy preparation—it comes 
ready to apply. Fortified with 
DULUX resin and special oils, it 
will protect your station 

tor years! 
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SETTER THINGS FOR BETTER LIVING 
«+» THROUGH CHEMISTRY 


Chemically engineered to do the job better 











JOBBER RELATIONS 


the sound stable marketing structure 
on which this whole industry exists. 

On one hand, we see the price being 
supported, held at wholesale and re- 
tail to the regular contract customers 
—the jobbers, the dealers. Here the 
market is “firm,” “steady.” 

But apparently there exists another 
market for this product. It is very 
“weak,” very “sloppy.” Demurrage is 
mounting. As a result, the product is 
sold cut-rate. Some price merchants 
get it and use our own product to sell 
to our customers at prices we can’t 
even buy for. And this system is 
growing. 

True, you'll find more of it existing 
under a condition of huge surplus. 
But I know of an oil company that 
actually markets this way. They have 
their legitimate marketing setup, in 
which the branded product is sold 
through a loyal jobber-dealer organi- 
zation of many years standing. 

But over here, buried under a load 
of wholly-owned subsidiary compa- 
nies, exists another marketing struc- 
ture aimed at the “price” merchant. 
And he can buy that merchandise at 
prices you and I and those other loyal 
jobbers of long standing can’t even 
touch. 





What this industry is really mer- 
chandising is service and convenience 
to the motoring public. I firmly be- 
lieve that you and I are the best quali- 
fied to do this. Through us a giant 
industry is brought into and repre- 
sented at the community level. We, 
and this whole industry must have a 
pricing system that will support this 
legitimate marketing structure and at 
the same time give our customers the 
lowest possible price. 

I don’t think we’re working towards 
that end, the way we’re going. 

Margin Misused—As jobbers, I 
don’t claim we're all lily-white. Just 
for a moment, let’s look at us through 
the eyes of our suppliers. Some few 
months ago, most of us got an in- 
crease in margins. I believe the in- 
crease was justified and was needed. 
But in too many cases the jobber 
didn’t keep this. He proceeded to give 
it away in various deals and conces- 
sions. Thereby he said, in effect, “We 
really didn’t need this. We'll use it to 
cut prices.” And as a result, we hear 
the old hue and cry, “The spread is 
too great. The boys have too much 
margin to play with.” 

Well, the man who figures he 
doesn’t need it, that the spread is too 


great, really hasn’t looked too closely 
at his accounting figures. In the first 
place, if you’re going to stay in this 
competitive race, you have an obliga- 
tion to modernize your own equip- 
ment and your own outlets. And in 
our accounting we may be taking law- 
ful depreciation on original cost, but 
we should be thinking in terms of re- 
placement costs. 

If you’re doing that, and if you are 
going ahead with a progressive pro- 
gram, you have no margin to give. 

If we aren’t modernizing, if we 
aren't carrying on a sales training pro- 
gram, no matter how simple it might 
be, if we aren’t advertising, going out 
after new business, then I say we are 
failing in our duty as jobbers. 

Joint Action Needed—Well, there 
are many more problems that we 
could mention. I’ve only outlined some 
of them. They all must be solved. 

How are we going to do it? To my 
mind there’s only one way. By open 
legitimate discussion by all parties 
concerned, with sound thinking on 
both sides and a recognition of the 
other parties’ interests. Individually 
we can state our views to our sup- 
pliers. But collectively, we’re going to 
get much more accomplished. 
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SATISFIED USERS! 
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THE GREASE GUN FILLER WITH 


THE NEW COMET ueaw-oury 


GREASE GUN FILLER 


All Previous Models Discontinued 


*% Fills ALL types of grease guns. 


% The most efficient pump at ALL operating temperatures. 
% Adaptable to 25, 35, and 40-pound heavy-type, straight-sided, lug- 


covered, grease containers. 


% Special Comet filler for 100-pound drums. 
% Patented follow plate seal insures even flow of grease, without air 


pockets. 


% The most popular method of filling grease guns from factory-filled 
grease containers. 


% Large outlets permit the easy flow of grease—both liquid and solidified. 
*% Completely reengineered for rough service and long life. 


* Lifetime guaranteed. 


List Price $] 0.95 
COMET EQUIPMENT COMPANY 


20th and William Streets 


Omaha, Nebraska 
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A Report from Warren C. Platt on... 





The Best Study Yet of Oil Pricing 


How a confusion of economic and physical forces, plus a few 
million human beings trying to make a living, have made oil prices 
highly competitive is the evidence produced in a new book by Prof. 
Ralph Cassady, Jr., professor of marketing, the University of Califor- 


nia at Los Angeles. 


This is the most detailed, thorough and allegedly unbiased study 
of oil industry prices yet made in the nearly a century of industry 


history. 

One says “allegedly” unbiased 
because that is the way the effort 
has been planned and carried 
out. As much care as it is possible 
for a great industry to take to 
make such a study of its prices 
truly unbiased has been taken 
by the top leaders of the Ameri- 
ean Petroleum Institute in bring- 
ing about this, the first of several 
studies on some big industry 
problems. 

The accuracy of Prof. Cassady’s 
statements cannot be _ successfully 
challenged by any oil man, because 
his book is a report on the price cut- 
ting, price shading and all other price 
deviations of which every oil man— 
from the producer at the well, to the 
refiner and the marketer and dealer— 
knows from his daily dealings within 
the industry. The professor’s book 
may read like so much of what an oil 
man is contending with from day to 
day, that it will seem monotonous and 
tiresome to that oil man. But fair 
study should convince any reader that 
the professor has done an excellent job 
of recording, accurately and fairly 
completely, the day to day prices and 
their changes that keep the average 
oil man on the alert and worrying 
about how his “p. and 1.” statement 
will look at the end of the month. 

Other jobs of this sort, generally 
done by government bureaus or spe- 
cial Congressional groups devoted to 
specific “causes,” have rather obvi- 
ously been bent toward an objective. 
Many of them, as a result, have been 
unfair, have told only part of the 
truth and even have been thoroughly 
dishonest. 

API Sought Studies — Mindful of 
this handicap under which oil and 
every other big industry labors, the 
officers of the API in 1949 voted to 
support with whatever finances neces- 
sary an honest, unbiased and thorough 
series of studies of some of the prob- 
lems of the industry. Then they went 
to men of the best reputations in their 


lines and asked them to take on the 
job without any tinge of industry cen- 
sorship whatever. To this end the API 
provided the money by outright gift 
to the Yale University Press. This 
organization in turn selected Prof. Ray 
B. Westerfield, professor of economics 
at Yale, to head up and organize a 
non-partisan and well-qualified board 
of editors. He selected four university 
economists of note and two oil men 
who had by their own oil industry and 
public activities shown themselves to 
be as unbiased as any men active in 
an industry could be. 

For the university men on the Edi- 
torial Board, Prof. Westerfield selected 
Prof. Niel H. Jacoby, Dean of the 
School of Business Administration, 
University of California at Los An- 
geles; Prof. I. L. Sharfman, Professor 
of Economics at the University of 
Michigan, and A. D. H. Kaplan of 
The Brookings Institution, Washing- 
ton, D.C. 

Representing the oil industry were 
Max W. Ball, internationally known 
oil and gas consultant who has repre- 
sented the U.S. and foreign govern- 
ments probably about as often as he 
has private interests in the oil indus- 
try, and J. Howard Marshall who 
served during World War II as Deputy 
Petroleum Administration and did so 
with probably as much industry ap- 
proval as any industry man has ever 
received. He is now a vice president 
of the Signal Oil & Gas Co. at Los 
Angeles. 

The three subjects selected for study 
by the editorial board are “Production 
and Conservation,” “Integration” and 
“Prices and Price Mechanisms.” The 
economists engaged to make these 
studies are Erich W. Zimmermann of 
the University of Texas; Melvin de 
Chaseau of Cornell University, as- 
sisted by Alfred E. Kahn, also a pro- 
fessor at Cornell; and Ralph Cassady 
Jr. the author of this first report. The 
other reports are expected shortly. 
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Opinions Ruled Out—Under the in- 
structions of the Editorial Board “all 
manuscripts will be published only 
upon the approval of the Board; but 
such approval shall depend exclusively 
upon the technical adequacy of the 
study and not upon the Board’s agree- 
ment or disagreement with the con- 
clusions reached; and no Board mem- 
ber’s criticisms of a manuscript shall 
be printed in the monograph when 
published.” 

Just as it is important that these 
reports be from as disinterested a 
view point as possible, so it was im- 
portant that the authors keep them- 
selves free from influence within the 
industry. On this point, Prof. Cassady 
writes in his introduction, “At no time 
was any suggestion made by any one 
in the industry about what the author 
should say or how he should say it. 
No part of the book was seen by or 
discussed with any person in the indus- 
try during its preparation. 

“The manuscript has been pre- 
pared without interference from any 
source, except for minor revisions 
resulting from refinements suggested 
by the editorial committee, and by 
the editors of the Yale University 
Press.” 

Of the venture, the author com- 
ments “this has been a unique oppor- 
tunity . . . Few, if any, academicians 
have had the opportunity of examining 
the inner workings of a vast industry. 
The experience has indeed been re- 
warding in terms of obtaining a pic- 
ture of market strategy at close range.” 

Professor Cassady got out on the 
job himself and spent months in visit- 
ing oil men, big and small, as well as 
spending considerable time with price 
reporters. 

What He Found—One gets several 
strong impressions of pricing in the oil 
industry from reading Prof. Cassady’s 
book. 

1. That there are a large number 
of people, actual number unknown, 
who have something to do with the in- 
fluencing and even the setting of prices 
at which they sell or buy from others 
within the industry. These individuals 
occupy many capacities in all com- 
panies and have a personal interest 
to varying extents in buying and sell- 
ing at all kinds of prices, but at prices 
that will suit the individual needs and 
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WITH Powerful Purolator Color Ads 


In Saturday Evening Post, April 3rd; Life, 

April 12th; Look, March 23rd; Collier’s, April 2nd. 
Nation-wide Om Fitter CueEck has the back- 
ing of car manufacturers and oil companies. 













WITH brilliant DAY-GLO STREAMERS 
and posters to clinch the sale for dealers 





NEVER BEFORE AN OPPORTUNITY like this! 


Motorists will be coming in any way! All the dealer has 
to do is . . . Sell a Purolator refill along with every oil change. 
Or . . . Sell an oil change along with every Purolator Filter 
Check. It works both ways. And the dealer gets a handsome 
extra profit—with no extra selling cost. 

it’s as good as it sounds! Better even! Because every 
Purolator sold now means a sale in the fall with Fall Oil 
Changeover. Between times, too. Every 5000 miles—accord- 

\ ing to car manufacturer recommendations. 
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Think of it! 31 of the fastest selling 
Purolator refills. Plus a special 16- 
piece Ranchware dinner set. All at a 
give-away price to give dealers big 
profits. Plus profits on oil changes! 


REMEMBER: 
Purolator is the Nation’s No. 1 
the World's Finest. 


Purolator was first with an oil filter, first 
with the Micronic* element and the Micronic 
full-flow system. Standard-setter for the entire 
filter industry. Widely imitated, never equalled, 
Purolator Filters, today, are found on more makes 
of cars, are available for all makes. 

Best by every test—the Purolator* Micronic 

Oil Filter traps more dirt, finer dirt, faster. 


*Reg. U.S. Pat. Of. 






WITH PUROLATOR’S '54 BONANZA 





a 






if your dealers aren’t eating off 
their Ranchware right now . . . If 
they aren’t all set for Nation-wide 
Oil Filter Check ... Hurry! ... 
Hurry! Offer for limited time only! 
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PUROLATOR PRODUCTS, INC. 
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Toronto, Ontario, Canada 
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PRICES 


wishes and desires and judgments of 
each as to how the prices may affect 
each in his daily work and living. 

2. That from his own contacts 
Prof. Cassady has found a wide vari- 
ation in prices even for the same grade 
of products under similar circum- 
stances—a variation that makes the 
book read to the average man like a 
story on price cutting in a price-cut- 
ting industry, in fact a confusion of 
prices. 

3. That the oil companies are hard 
pressed, especially the larger ones, to 
contend with all these prices and make 
sure that they get a profit; that the 
companies no more than get one price 
situation—their own prices, too— 
straightened up than prices slide off 


somewhere else. 

4. That the companies over the last 
score of years, particularly, have 
looked upon the proper pricing of 
their products as a real job which calls 
for the best of economic thinking as 
well as the best of operating methods. 

Better Pricing Evolving —In this 
connection it has been known to the 
staff of NATIONAL PETROLEUM NEws 
how the major companies—the price 
“leaders”—have been steadily improv- 
ing their methods of arriving at their 
own sales prices; how they have been 
putting better and better trained men 
on the job; providing more and more 
real thinking and supervision, so that 
today a sales price in a well-run com- 
pany is not determined by the judg- 
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inclosed ‘“‘Weather 
Sealed” 


Controlled Positive Acting 
Piston Valves—Oscil- 
lating pump action 


Floating Piston and Piston 


Rod—One piece handie 


and pump shaft 


This Opaco ‘‘Weather Sealed”’ 
hand pump—new in design and con- 
struction—proved and tested—has 
new patented features resulting in 
greater vacuum, greater capacity, 
and greater efficiency—25 gallons 
per hundred full strokes—self prim- 
ing. Simplicity of design makes it 
easy to operate, with higher effi- 
ciency an rformance. The Opaco 
*‘Weather ed” Hand Pump is 
made in various models for use in 
handling petroleum products, alco- 
hol, and other liquids. 

Send for Catalog No. 400 for full 
particulars at once. 


Valve mechanism has dual func- 
tion of valve and flexible univer- 
—_= f sal connection between piston and 
piston rod. Valve is -cleaning 
and self-lapping. 
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ment of any one man on his personal 
whim. 

NPN has long argued that these 
companies should tell the industry in 
full of their pricing methods because 
such disclosures would remove the 
haze and suspicion about prices, and 
the truth would aid materially in bet- 
ter relations both within and without 
the industry. But prices and the effect 
of competition on them (even the 
extent of competition in the industry) 
still seems to be one of the blind spots 
of industry executives—and at a time 
when the industry has a fine story to 
tell and direly needs that it be told. 

5. That Prof. Cassady cannot find 
any evidence of a conspiracy as re- 
gards prices, except indications that 
in some local areas some smaller vend- 
ors such as gasoline retailers, may 
make an effort to “steady” prices a bit, 
especially in a price war. 

The subject of this book is one on 
which every man in the industry 
should be far better informed than he 
is. To that end every oil man should 
get a copy of the book and not only 
read it but study it. 

Company executives can well dis- 
cuss it with groups of their executives 
and administrative people and make 
sure that they have as correct an un- 
derstanding of the contents as is pos- 
sible on such a controversial subject as 
prices. 

Such procedure with this particular 

book could be about the best aid to 
better public relations that the industry 
now can find. 
For copies of Prof. Cassady’s book 
Yale University Press, New Haven, 
Conn. (or Geoffrey Cumberlege, Ox- 
ford University Press, London): Title 
Price Making and Price Behavior in 
the Petroleum Industry; Petroleum 
Monograph Series Vol. 1, by Ralph 
Cassady, Jr. Price in U.S. $4. 


Increased Competition 
Forced Price Cutbacks 


Competition in its marketing area 
during 1953 forced Standard Oil Co. 
of Kentucky to lower its prices on 
products, particularly gasoline. 

This was revealed by President Wil- 
lis G. Violette in the company’s annual 
report to _ stockholders. President 
Violette said the competitive situation 
was brought on by “the expansion of 
refining facilities beyond the current 
increase in the use of finished products 
—resulting in rather large surpluses of 
products.” These conditions still pre- 
vail. 
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Are you tired of being forced to sell tires at 
low NO PROFIT prices, following manufacturer’s 
national pattern? Are you weary of the starvation 
profits as the result of nationally advertised forced low prices? 
You’ve probably built a fine local reputation — you understand 
your local market — you know what sales methods will 
produce greatest profits for you. Your business isn’t 
national — it’s local. You don’t need a tire manufacturer 
to give you a well rounded “NATIONAL PROGRAM” — 
instead you need an honest program that permits 
you to run your own business, so that you will be the “BOSS” 
in setting a sales program that will bring you more sales and 
more profits in your own tire business. AND THAT’S JUST 
WHAT THE CORDUROY JOBBER PLAN OFFERS YOU! 


You'LL MAKE MORE SALES AND 
BIGGER PROFITS with CORDUROY 


CORDUROY furnishes top quality tires and tubes at rock bottom job- 
ber cost and we permit our customers to set their own re-sale price. 
You don’t have to meet low quality —low profit competition. Instead 
you can set the competitive pace in your own trading area—and 


you'll still sell more tires and make more money when you sell 
CORDUROYS. 


AND HERE’S HOW IT’S DONE— CORDUROY handles all transac- 
tions direct with you—direct from our factory. There’s no middle 
man’s profit to absorb —no warehouse expense — no branches to sup- 
port. Instead, you get the finest quality tires and tubes at low jobber 
prices regardless of how many tires and tubes you order (even on 
small orders) and you get direct factory service — no delays —no red U 

tape. We pre-sell the motorist in your district through strong consist- DON'T BE A SQUARE 
ent national advertising which features you the independent merchant PEG IN A Me 0 U N D 
—your local reputation—fine quality —liberal written guarantee. 
We do not stress low price — also we furnish additional merchandising HOLE ~«e write for 


aids and sales plans that will produce results for you. BUT we keep 
our hands off your business— you are always the “BOSS.” CORDUROY’S new 


And please remember, CORDUROYS are America’s finest replacement introductory inspection 
tires and tubes — ruggedly built of finest quality, all new materials, all offer — guara nteed 


of extra strength (no used or reclaimed materials). CORDUROY | ste for detail 
craftsmanship is backed by 34 years of successful tire manufacturing, sale — write tor Geralls 


therefore, each Corduroy tire carries a clearly written liberal double today ... your territory 
guarantee covering road hazards as well as lifetime guarantee of work- 
manship and materials. ae be pon sac 


=~ 2 2 % ‘ HIGHEST FINANCIAL COMMERCIAL RATING SINCE 1919 
x LAS 
le bh Wad RUBBER COMPANY 
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ToLeEvo 1. Qui0..S.a- 
March l, 1954 
Dear Champion Dealer: 

Let's put your windows to work for you this Spring- As 2 
top man in your pusiness, you know that good window displays move 
merchandise = people puy what they see, especially if the display 
shows how they penefit. 

But figuring out 4 good display. gathering the material, 
putting it up involves quite @ bit of money and more time than 4 busy 
man can spare- 

So, Champion engaged a professional to design the four attrac- 
tive, pusiness-building displays shown opposite. Two deal with spark plug 
service and replacement; two cover the Champion stories of quality and 
complete assortment. The materials used: point-of-sale items, posters, 
decals and literature available free from your Champion salesman oF dis- 
tributor. Empty cartons make the stands. Colored crepe paper comes from 
your local dime store. 

Your Champion salesman can show you glossy prints of these dis- 
plays for closer study. Order whatever free material you need. And you *43 


sell more spark plugs and spark plug service. 


sincerely. 
Pp. S- Champion-equipped cars again ran away with the Mexican Road Race. 
A Champion-powered Chevrolet won the small stock car division, and 


Lincoln, 1” the large stock class, finished one, two, three, four 


for the second year. 
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TIRES—BATTERIES—ACCESSORIES 


New Tire Discounts Alert Oil TBA Men 


Oil industry TBA men have adopted an attitude of watchful 
waiting over the probable effect of new tire dealer discounts set up 


this year by the rubber industry. 


Under the new plan, 2% is chopped off the Class A dealer 
margin, and 2% added to the annual bonuses—starting at a new low 


level of $15,000 a year. 


But TBA men aren’t worried 
—yet. They don’t think any 
tougher competition for the tire 
volume of their own service sta- 
tions will appear from big tire 
dealers or rubber company stores 
as a result of the change. 

But they are going to be more alert 
for signs of any unusual activity on 
the wholesale front as the tire season 
advances. 

There are one or two mild excep- 
tions where TBA men have sounded 
a note of warning. They wonder if 
the discount revision is not an adroit 
competitive move on the part of the 
big rubber companies, mainly those 
in the so-called original equipment 
group, designed to encourage whole- 
saling on the part of big tire dealers. 

The wholesale market of big tire 
dealers consists largely of service sta- 
tions. Where such wholesaling is car- 
ried on in futherance of oil companies’ 
commission override TBA programs 
it is not oil industry competition ex- 
cept from the standpoint of long- 
range economics. Anything that rub- 
ber companies can do to entrench 
themselves as service station supply 
points, tends to discourage any 
thoughts such oil companies might 
have of eventually setting up their own 
TBA distribution. 

For oil companies on the buy-and- 
sell plan, both big tire dealers and 
rubber company stores compete with 
them as actual or potential TBA sup- 
pliers to service stations. Whether the 
oil company handles a rubber com- 
pany brand, or its own tire brand, the 
discounts it sets for its dealers have 
to meet competition in the field. 

In such a situation there is no 
simple way for rubber companies to 
set discount patterns designed to fos- 
ter one channel of distribution at the 
expense of another, assuming they 
might wish to do so. 

Among possible reasons suggested 
are the fact that too many oil com- 
panies sell private brand tires, which 
are not viewed with favor by tire 
manufacturers; and political consider- 
ations are involved in maintaining 
good relations with independent tire 
dealers. 


46 


It is true of course, that big tire 
dealers sell no private brands—only 
tire company brands. Private brand 
tires sold by oil companies have made 
a lot of headway in recent years. 
For the best of sound business rea- 
sons rubber companies would prefer 
to see their own brands dominate the 
market. 

A manufacturer of tires, or of any- 
thing else, who applies his energies 
and facilities with too much enthusi- 
asm to products which go to market 
under the brands of others is asking 
for a form of economic slavery. 

That’s one angle. Another is the 
fact that there has been a certain 
amount of bad feeling between inde- 
pendent tire dealers and rubber com- 
panies. Antitrust suits and Federal 
Trade Commission complaints were 
the result. The FTC carload discount 
controversy still finds the two groups 
lined up on opposite sides. In this 
situation exists a reason for the large 
rubber companies to make at least a 
gesture towards bettering the lot of 
the independent tire dealer. 

How the discount change will ac- 
tually help big tire dealers is a ques- 
tion to TBA men. In the tire business 
trade discounts are based solely on 
volume, and not on function. When 
a dealer does enough business to get 
into the annual bonus brackets he can 
handle some wholesale business by 
reselling to other, smaller dealers. 
Small dealers, including service sta- 
tions, remain retailers because they 
can’t make any money wholesaling. 
Their volume doesn’t entitle them to 
the larger discounts. 

While tire company price schedules 
do not duplicate each other, for com- 
petitive reasons they have to be sub- 
stantially the same. A typical discount 
schedule in use prior to this year is 
shown in the following table. 


Annual 

Volume Discount 
Class $1,000 6% 
Class 2,500 7% and 2% 
Class 5,000 9% and 5% 
Class 15,000 11% and 6% 


How It Works—All large tire 
dealers, including oil jobbers who deal 
direct with rubber companies, are 


classified as “A” dealers to begin with. 
They automatically get the “A” dealer 
discount on each tire shipment as it 
is billed to them throughout the year. 

Then at the end of the year they 
collect an annual bonus if their vol- 
ume has reached a certain minimum 
level. Formerly the bonus began with 
an extra 0.5% on $25,000 and rose 
on a graduated scale to 3% on 
$100,000. 

Under the new plan the “A” dealer 
discount is reduced to 9-5%, instead 
of the 11-6% shown in the table. The 
reduction of 2% on the invoice will 
be given back to the dealer in the 
form of a 2% increase in the annual 
bonus. And the annual bonus, as 
shown in the following table, now be- 
gins at $15,000 instead of $25,000. 


Annual 
Annual Volume Bonus 


$15,000 to $24,999 : 2% 

25,000 to’ 34,999 2u%% 
35,000 to 49,999 3% 
50,000 to 59,999 34% 
60,000 to 74,999 4% 
75,000 to 89,999 44% 
90,000 and over 5% 

The new plan seems like a mean- 
ingless change. The dealer’s cost above 
the $15,000 level remains the same. 
The benefit, if it materializes, would 
appear in the wholesale side of the 
dealer’s business. Though his tires 
cost the same, he can resell to smaller 
dealers, mostly service stations, at no 
more than 9% and keep a little more 
of his discount as profit. 

Result In Doubt—lIf it works out 
that way, both TBA men and the tire 
companies will be satisfied. The sys- 
tem of preclassification of dealers 
into brackets has had less and less 
meaning because too many dealers 
are in the top bracket, regardless 
of their volume. Rubber companies 
feel that with a published discount 
schedule which says that the top 
dealer discount is 9%, all retail tire 
outlets will be satisfied that 9% is the 
best they can get. 

Some TBA men suggest that big 
tire dealers have been somewhat reck- 
less in handling their wholesale busi- 
ness. They have been willing to make 
rush deliveries of one or a few tires 
to stations, and have extended long 
discounts. 

Oil companies generally refuse to 
furnish that kind of service because 
it is a losing proposition. It’s time, 
they say, that the big tire dealers woke 
up to the fact that it loses money for 
them, too. 

While backing away from fire en- 
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gine delivery service, oil companies 
(except those handling TBA on over- 
ride commission plans) set up their 
own tire prices which no longer follow 
the complicated pattern set up by the 
rubber industry. 

Several oil companies are in the 
process of revising their tire price 
schedules to an even simpler basis, 
with fewer discount brackets. Gen- 
erally oil companies have offered 
favorable prices to the small service 
stations. That’s one reason the inde- 
pendent tire dealers going after whole- 
sale trade have been impelled to 
liberality with the Class A discount. 

Since the independent tire dealers 
are still up against oil company com- 
petition for the service station trade, 
skeptics among the TBA men wonder 
if liberal discounts will not continue 
to be the rule. Instead of hanging on 
to the extra 2% they can now get 
on resales to service stations, it is 
predicted that in the intense competi- 
tion for tire business this summer, the 
big tire dealers will be in there cutting 
prices with a free hand both at whole- 
sale and retail. 

These same people feel that the 
revision of the tire industry discount 








pattern will achieve nothing good or 
bad as far as the oil industry is con- 
cerned. As long as the annual bonus 
remains it will always be the enemy 
of tire price stability. It cannot fail 
to tempt the big dealer, at some point 
during the year, into selling at or 
near cost in an effort to boost him- 
self into the highest possible bonus 
bracket. 

Whatever their views, TBA men 
always have one advantage: the serv- 
ice station grows more popular with 
the motorist as the place to get TBA 
service; and the easiest TBA program 
for the station operator to use is the 
one he gets from his gasoline sup- 
plier. 


... in brief 
Marine Plug Guide 


A new spark plug guide for marine 
engines has been issued by Champion 
Spark Plug Co. It covers 700 separate 
engine models, both outboard and in- 
board, produced by U.S. and Canadian 
manufacturers. A specification table 
shows recommended types of spark 
plugs, plus proper spark plug and 


GIVE YOUR 
CUSTOMERS 
FULL-TIME ENGINE 
PROTECTION... 


AGAINST THE SUDDEN CHANGES 
IN TEMPERATURE THIS SPRING! 


Sudden changes in temperatures in 
the spring, can play havoc with an 
improperly lubricated engine! Your 
customer knows this...and he wants 


the motor oil that will give his car, truck or tractor engines 
full-time protection at all speeds and temperatures! 
Champlin Heavy-Duty HI-V-I Mil-O-2104 grade motor oil will 


Warehouse stocks HI-V-! 
available at: Enid, Oklahoma 
City, Okla.; Superior, Omaha, 
Grand Island, Lincoln, Neb.; 
Hutchinson, Kans.; Mason 
City, Rock Rapids, lowa; Den- 
ver, Colo.; Amarillo, Texas; 
Fulton, Mo.; Cedar Rapids, 
lowa. 


give this kind of protection...it flows freely at 35 below...and 
stands up at boiling and above, with no change in its depend- 
able film of protection, HI-V-I gives more complete penetra- 
tion into close-fitting parts, too, since it disperses sludge 
that would otherwise collect on the engine in hard deposits 
and stop full penetration of the motor oil. 


There are still some HI-V-I dealerships available. WRITE, 


WIRE or PHONE for information on your territory. 


a product of 


CHAMPLIN REFINING COMPANY 
Enid Oklahoma 
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breaker point gap settings, and correct 
oil-fuel mixes. A heat range chart is 
included, together with instructions on 
how to choose the right heat range, 
and how to install each kind of plug. 
Copies are free on request from the 
advertising department of Champion 
Spark Plug Co., Toledo, Ohio. 


New Atlas Battery 


The Atlas TBA line now includes 
the A-R Perma-Ful battery with twice 
the electrolyte space above the plates, 
said to lessen the need for water. The 
new battery (at regular price) now 
uses 1260 electrolyte, and incorporates 
new plastic separators, new plate ma- 
terial, and an improved case. 


Dealer Filter Premium 


A new dealer premium on a 24-unit 
package of filter replacement cart- 
ridges, offered by the Fram Corp., 
consists of a copper and brass chafing 
dish. The slogan being used for pro- 
motion calls the offer a “Red Hot 
Deal.” A special shipping carton will 
be used during the campaign which 
holds the assortment of 24 cartridges 
plus the chafing dish. 





J out of every & cars in America 








Bow world-famous Auto-Lite 


“Ignition Engineering” — has been paying off in more sales and bigger profits for 
Ignit Eng g I I paying off ] 1 bigg fits f 
America’s leading dealers and distributors for 42 years... it can pay off for you! 
“Ignition Engineering” is performance-tested knowledge of complete electrical systems 
Ignition Eng g f tested knowledge of lete electrical syst 
that enables Auto-Lite to design, engineer and manufacture products that are world- 
amous for quality and performance. Prove for yourself with bigger and better business 
f for quality 1 perf P for } lf with bigg 1 better | 


the soundness of the phrase . . . “You’reE Atways Ricat Wirn Avuto-Lire.” 


Tune in “Suspense!”. .. CBS Radio Mondays... CBS Television Tuesdays 








is equipped with 


= Auto-Lite Spark Plugs are Ignition Engineered 
to assure best engine performance 


Ignition engineers design Auto-Lite Spark 
Plugs as a part of complete electrical systems 
for America’s finest cars, trucks, boats, planes 
and tractors. Because they are ignition engi- 


neered, they work in harmony with every 


part of the car’s electrical system. Auto-Lite 
is the complete spark plug line. . . Standard, 
Resistor, Transport, Aircraft and Marine, 
including shielded types. You are sure of 
top performance when you install Auto-Lite, 


THE ELECTRIC AUTO-LITE COMPANY «+ TOLEDO 1, OHIO 





TIRES — BATTERIES — ACCESSORIES 





New Windshield Control 


Trico Products Corp., Buffalo, N.Y., 
now has a device for turning on the 
windshield wipers and the washer at 


the same time, called the Trico Co- 
Ordinator. One touch on a button 
automatically squirts water on the 
windshield, turns on the wiper blades, 
shuts off the water and then, after the 
glass has been wiped dry, stops the 
blades and parks them out of the line 
of vision. It is also arranged so that 
the wipers can be turned on and off 
independently, and the washer can be 
operated as frequently as desired with- 
out interrupting the windshield wiper 
operation. 


Most car manu- 

facturers use 

Tund-Sol (amps 
or original 
equipment 


And those b 
KVOW /ampe 





It's a fact that most car 
manufacturers—after terrific 
testing——-choose Tung-Sol lamps 


for original equipment. 


What 


g better endorsement can you ask— 
choose Tung-Sol for REPLACEMENT. 


AUTO LAMPS 


SIGNAL FLASHERS 


TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 


Soles Offices: Atlanta, Chicago, Columbus, Culver City (Los Angeles), Dallas, Denver, Detroit, Nework, Philadelphia, Seattle 


TUNG-SOL mokes: All-Gloss Sealed 
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Beam Lamps, Minioture L ” Si 
iosiel Qspeus Gaetan Thos ond toute — ‘e Lamps, Signal Floshers, Picture Tubes, Radio, TV and 








New Flashlight Display 


The new Burgess flashlight counter 
display holds five units in three popu- 
lar sizes. All have smooth slide 
switches, heavy chrome cases, and 
bullet ends that slip in and out of 
pockets easily. 


New Armstrong Tire 


The Armstrong Rubber Co. has a 
new tire out called the Armstrong 
Miracle Tire, which will sell at popu- 
lar prices, although it incorporates 
some of the tread features of the Arm- 
strong premium line. Among the fea- 
tures are the patented safety discs 
between the tread ribs, to keep the 
gripping edges apart. Other features 
include an interlocking, all-directional 
safety tread with more than 2,600 
gripping edges that protect against side 
skids. 


12-Volt Battery Study 


The Texas Co. has just circulated 
to its dealers a thorough discussion of 
12-volt batteries. Written by J. T. 
Bugbee, engineering technologist of 
the Technical and Research Division, 
it explains the differences in capacity 
and performance between the new 12- 
volt batteries and the conventional 6- 
volt batteries. Charging methods are 
covered in detail, including a recom- 
mendation for no more than a 50- 
ampere rate for fast charging. For the 
dealer there is a brief review of the 
evolution of the 6-volt electrical sys- 
tem, and a summary of the reasons 
why some automotive engineers now 
prefer a 12-volt system, reduced to 
non-technical language. Sample state- 
ment: “The average 12-volt battery 
actually has 30% more power while 
only 5% larger than its 6-volt prede- 
cessor.” 
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ASS) ives you a world 


UE” 





-- - but doesn’t fence you in 


Most of us work hard to build our own little world. A place where there 
is added security and peace of mind. A Cooper franchise is a helpful 
means to this end. 


First, because Cooper guarantees you a protected territory which is yours 
to have and to hold. And it’s big enough for you to expand and grow. 


Secondly, because Cooper guarantees there will be no unfair competition 
from your supplier. No Cooper-owned stores, no multiple dealer distri- 
bution. No outside interference in the form of nationally advertised cut 
price sales at peak buying seasons of the year. 

Yes, Cooper gives you a world with a fence — but doesn’t fence you in 
with unfair restrictions that narrow profits down. And this means a 
world of opportunity for dealers who want to go ahead. Why not write 
for full details soon. Go ahead . . . go Cooper. 


Cooper 


TIRE & RUBBER COMPANY 


Factories at Findlay, Ohio 
Tires © Tubes ¢ Batteries © Camelback © Repair Materials 
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PERSONALS 


J. A. Fouche, 
formerly advertis- 
ing manager of 
Seiberling Rubber 
Co., has been 
named assistant 
general sales man- 
ager, as of Feb. 
1. He has been 
with the company 
since 1945, and 
before that was 

J. A. Fouche with Firestone 
and General Tire. 

John J. Walbeck, formerly man- 
ager of passenger tire sales, has taken 
over the job of advertising manager. 


Radiator Cleaner 
Cooling System 
Protector 
Liquid Solder 
Service Cleaner 


He is a former Goodyear man whose 
first post with Seiberling was in the 
advertising department. 


e 

C. R. Munsch and H. P. Mills are 
new district representatives for the 
Prest-O-Lite Battery Corp. Mr. Munsch 
is headquartered in Chicago and Mr. 
Mills heads the Portland district. 

* 

Marshall A. Stevens has been made 
manager of Zerone and Zerex sales 
for Du Pont in New York, moving 
from a similar post in Chicago. He 
succeeds John A. Walker, who has 
retired after 40 vears with Du Pont. 

Donald VY. Walters, former sales- 


(holds Y gallon) 


Yes, one of these magic Pelican Coolers is | 


available to you, absolutely FREE, with 
every order of 3 dozen cans-of Warner 
Radiator Products, in any assortment. And 
no limit! 

Perfect for cold drinks all summer... 
hot drinks next fall. Fiberglas insulation 
keeps contents hot or cold for hours! Glass 
liner is easy to wash out. Handy pouring 
spout. Sturdy steel construction; gay yellow 
and plaid body. FREE to you with every 
order of 3 dozen Warner Radiator Products 
in any combination. Start pushing Warner 
Products right now! 


THIS OFFER EXPIRES APRIL 30, 1954 


TIE IN WITH BIG POST PROMOTION 


Consistent schedule of big ads in the Satur- 
day Evening POST constantly promotes 
your sales of Warner Radiator Products . . . 
reminds your customers that car-radiator 
protection and care is easy and inexpensive 
the Warner Way! 


WARNER-~PATTERSON COMPANY 


WARNER RADIATOR PRODUCTS 9205s. michioan ave., CHICAGO 5, Itt. 








man in the Fargo, N. D., territory 
succeeds Mr. Stevens as Chicago man- 
ager. 


Frank R. Som- 
ers has been 
made vice presi- 
dent and assistant 
to the president 


‘of Willard Stor- 


age Battery Co., 
Cleveland. He 
has been with 
Willard for 30 
years, starting in 
the credit depart- 

ment and becom- F. R. Somers 
ing successively, district manager, 
manager of replacement sales, and for 
the past four years, vice president in 
charge of sales. 


William R. Kelly, sales promotion 
manager of Sinclair Refining Co., has 
turned author again. This time it’s 
an article analyzing the functions of 
sales promotion departments in 44 
companies, that appeared in the Jan. 
15 issue of Sales Management. He 
makes a strong case for a better defi- 
nition of the term sales promotion, 
since such departments often are sad- 
dled with odd jobs that constantly 
interfere with the main objective. 


David A. Coul- 
ter is the new di- 
rector of sales 
and advertising 
for Willard Stor- 
age Battery Co., 
Cleveland. Fol- 
lowing sales man- 
agement positions 
with the Plomb 
Tool Co., Black- 
hawk Manufac- 
turing Co., and 
the New Britain Machine Co., he has 
been a management consultant in the 
automotive and TBA field. 


D. A. Coulter 


John A. Reid has been named Chi- 
cago district sales manager for Seiber- 
ling, replacing Earl L. Luthy, retired 
as of Jan. 1. A native of Peoria, IIl., 
Mr. Reid spent 10 years as a sales- 
man, branch and district manager for 
Goodyear before joining Seiberling in 
1945 as a truck tire engineer in the 
Atlanta district. He was later made 
assistant manager of truck tire sales 
and then assistant manager of the Chi- 
cago district. 
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EQUIPMENT 


“CARBON BLASTING” SERVICE is given to a customer’s car by station attendant 


Stations Push ‘Carbon Blasting’ 


The blasting technique for re- 
moving carbon from automobile 
engines, first conceived by Olds- 
mobile four years ago, opened 
the door to carbon removal 
service sales in stations. 

Currently, about 5,000 of 
these “carbon blasters” are in 
use in service stations and auto- 
mobile repair shops. 


Kent Moore Organization, Inc., was 
the first company to market what it 
calls the “Head-On” Carbon Blaster. 
The new methods of removing carbon 
reduces cleaning expense to about 
$1.50 per cylinder, far below the costly 
method of removing cylinder heads 
and scraping out deposits. 

The time involved also has been 
reduced considerably, with the blast- 
ing method requiring only about four 
minutes for each cylinder. 

Kent-Moore also has developed a 
new blasting material, called “Car- 
Blast #16,” which it says is more 
effective and safer to use than the rice 
formerly used. It consists of crushed 
black walnut shells. 

Injected into the cylinder through 
the spark plug hole under pressure, 
the blasting material is removed auto- 
matically through another hose con- 
nection. In case any is left, however, 
the material is quickly vaporized, 
turned to ash and harmlessly blown 
out through the exhaust port. 

The greatly reduced time factor, 
low cost and simpler operation make 
it much easier for service station op- 
erators to enter the carbon removal 
field. Ken-Moore estimates carbon 
blasting will show a rapid increase as 
a station service sideline now that the 
new equipment is available. 


BLASTER NOZZLE in position for 


cleaning valve-in-head cylinder 


LITERATURE 
Fire Pump Bulletin 


Specifications on vertical burbine 
fire pumps are included in a new 
publication. The bulletin recommends 
the pumps to provide an adequate 
independent water supply as fire de- 
fense for manufacturing and storage 
plants in areas where the primary 
water supply is limited or where there 
is no municipal water supply. With 
the vertical pump, a plant can main- 
tain its own supply of water from 
wells, streams or reservoirs at the nec- 
essary pressures for fire fighting. 
Worthington Corp. 





Circle No. 1 on Reply Coupon 


LPG Engine Information 


Information on the Fageol line of 
liquefied petroleum gas engines for 
operation on propane and butane fuels 
is contained in a new bulletin. The 
six-page booklet covers horizontal and 
vertical models of the engines. In- 
cluded are photographs, cutaway and 
section views, horsepower and torque 
curves, dimensional drawings and con- 
densed specification data. Fageol 
Products Division, Twin Coach Co. 


Circle No. 2 on Reply Coupon 


Pinion Setting Gauge 

A four-page illustrated brochure 
describes a new pionion setting gauge, 
designed to take the guesswork out of 
rear-axle overhauls. The gauge, which 
has been tested by several large motor 
truck and axle manufacturers, is ap- 
plicable to both bevel-gear and hypoid 
axles. Kent-Moore Organization, Inc. 


Circle No. 3 on Reply Coupon 








FOR FURTHER INFORMATION 
On Any Equipment or Literature Described in This Issue 


HERE'S WHAT YOU DO: 


Circle the number on the coupon on next page which 
corresponds to the one that appears at the end of the 


item in which you are interested 
Fill in your name, address, etc. 


Clip the coupon 


Mail it to the Readers’ Information Service, NATION 
AL PETROLEUM NEWS, 330 W.42nd St., New York 36, 
N. Y. This department will forward your inquiry to the 


manufacturer. 
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EQUIPMENT 


Concentricity Gauge 


A special gauge to check concen- 
tricity between the injector tip and in- 
jector nut after assembly has been 
added to the Kent-Moore line of 
Diesel service tools. The gauge is ap- 
plicable to injectors used in General 
Motors Series 71 Diesel engines. Kent- 
Moore Organizations, Inc. 


Circle No. 4 on Reply Coupon 


Oil Gallonage Guard 


Last-minute rush deliveries of 
drummed lube oil can be avoided with 
use of a device which maintains a re- 
serve in the bottom of the drum. The 
“Gallonage Guard” is fastened to the 
bottom of the oil drum pump, raising 
the suction above the bottom of the 
drum and leaving a reserve of almost 
5 gal. This makes it impossible to 
pump oil until the drum is exhausted. 
When the pump ceases to deliver oil, 
the operator lowers the suction line 
to the bottom of the drum and orders 





a new drum. Inside diameter of the 
guard’s band will fit pump suctions of 
%, 1 and 1% inches and is attached 
to the suction with a single stove bolt 
by use of a screw driver. The leg that 
holds the suction line off the bottom 
of the drum is 3% inches long. Filmite 
Oil Corp. 

Circle No. 5 on Reply Coupon 


Glass Cleaner 


In addition to removing dust, dirt, 
greasy film and insects from glass sur- 
faces, “Klear-Shield” glass cleaner is 
claimed to be “the only known glass 
cleaner that will remove water insolu- 
ble soap residue and enable a good 
wiper blade to do its job of keeping 
the windshield clean and smear-free. 
As an introductory offer, the manufac- 
turer is offering an 8-oz. plastic spray 
dispenser with each order for a gallon 
jug of the cleaner. Gulf Tire and Sup- 
ply Co. 

Circle No. 6 on Reply Coupon 


Small Parts Storage 


Clear plastic spillproof drawers 
make contents of a new line of cabi- 
nets visible at all times. Cabinets are 
silver-gray hammer finish with rubber 
feet. Sizes range from eight to 128 
drawers and some models come with 
metal drawers or carrying handles for 
portability. More than 750 combina- 
tions of units can be supplied, the 
manufacturer states. General Indus- 
trial Co. 


Circle No. 7 on Reply Coupon 


Electric Lift Truck 


An electric portable lift truck has 
a lifting capacity of 1,250 lb. Adver- 
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tised as a “four-in-one” unit, it oper- 
ates as a fork lift, straddle lift, plat- 
form lift or drum stacker. Though 
designed as an all around truck and 
for maximum economy, the model 
includes many extra features avail- 
able on the company’s other models. 
Safeway Industrial Equipment Corp. 


Circle No. 8 on Reply Coupon 





Oil Recovery Unit 


An electrically controlled and oper- 
ated automatic oil recovery unit is 
made for use with parts washers, 
coolant sumps and reservoirs han- 
dling liquids which contain oil. The 
unit provides speedy separation of oil 
from the washing solution from parts 
washers and automatically returns the 
re-usable solution to the washers. At 
the same time, it stores recovered oil 
in a reservoir in the top of the unit 
from which it may be withdrawn into 
drums. Pioneer Pump Division, De- 
troit Harvester Co. 

Circle No. 9 on Reply Coupon 


Hazard Marking Tape 


Industrial hazards can be marked 
permanently with a new self-adhesive 
tape that eliminates painting or sten- 
ciling of danger areas. The tape comes 
in rolls two inches wide. It has yellow 
and black stripes 112 inches wide for 
normal use and three inches for large 
areas. It is available in cloth backing 
for indoor use, vinyl for outdoor ap- 
plication where oil, gasoline and simi- 
lar liquids are present, and a bright re- 
flective material for marking the backs 
of vehicles. Westline Products Divi- 
sion, Western Lithograph Co. 


Circle No. 10 on Reply Coupon 
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with Linco/n LUBRICATING EQUIPMENT 


<a 


Wt Pape to installa set aera aa 
T7CO Mt SalEnginecred PR rai eter ell 


© Check Fan Belt e Check All Lights 


1 M e Check Air Cleaner @ Check Tires 
Lubrication Department : : Chek Wahi Woe 


A popular station with folks around Baldwin, © Check Spark Plugs 


Check Battery and Cables Check and Replace lost or 
New York, Bob Anderson and Fred Gerhard's Check rare Hoses damaged Grease Fittings 
place offers a complete range of automotive © Check Radiator Fluid with Lincoln BULLNECK* 
services. Pictured above is their © Check Muffier and Tail Pipe Fittings. The modern fitting 
Lincoln Autoluber in action. with the ball-in-the-top : 
... seals dirt out, grease in. 
*trade nome registered 





Helpful Booklet... FREE / 


“Reminder to Help you 
Sell More Service Needs."’ 
Write for it NOW! 


the most trustworthy name in lubricating equipment 
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PERSONALS 





Hal Schleitwil- 
er will manage 
industrial rela- 
tions for National 
Can Corp. Before 
joining National 
Can, Mr. Schleit- 
wiler was in per- 
sonnel and em- 
ployment work 
for Kraft Foods 
Co., Albers Mill- 
ing Co. and Stew- 
art-Warner Corp. He will be located 
in the company’s Chicago executive 
office. 





H. Schleitwiler 













Gilbarco Roto-Primes 
have these big advan- 
tages over rotary pumps 


¢ More pumping capacity per 
horsepower. Smaller motors 
mean lower power costs. 


¢ Fewer moving parts for low 
maintenance. ..longer life... 
trouble-free service 


William A. Burns, president of 
Trailmobile, Inc., Cincinnati, Ohio, at- 
tended the White House Conference 
on Highway Safety Feb. 17-19 in 
Washington, at the invitation of Pres- 
ident Eisenhower. Mr. Burns’ name 
was submitted for appointment to the 
conference by Gov. Frank Lausche 
of Ohio as the “leading Ohio indus- 
trialist whose company is playing an 
important part in the nationwide cam- 
paign to reduce traffic hazards and 
fatalities.” 

. 

Roger F. Hepenstal, vice president 

in charge of manufacturing for Ameri- 


UNEQUALED PUMP 





PERFORMANCE 


Gilbarco Roto-Prime pumps are 
tailor-made for aviation fueling, 
transport and tank car unloading. 
They operate at low speed, give high 
volume, are small in size with flexi- 
bility of mounting... AND have 
positive self-priming—start without 
priming, run without venting. Avail- 
able in capacities ranging from 50 to 
550 GPM and powered by all drives. 
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Write for catalog and full information 





Gilbert & Barker 
Mfg. Co. 

West Springfield. 
Mass. 

Toronto, 

Canada 
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can Can Co., has been appointed to 
special duty with the Defense Depart- 
ment in Washington. He will serve 
as director of cataloging, standardiza- 
tion and inspection in the office of 
the Assistant Secretary of Defense for 
supply and logistics. 

* 

Glen F. Evans, 
has been appoint- 
ed advertising 
manager for Ben- 
nett Pump divi- 
sion of John 
Wood Co. Mr. 
Evans, of Des 
Moines, Ia., has 
a broad __back- 
ground in adver- 
tising and sales 
promotion work. 

He holds a journalism degree from the 
University of Missouri. 
2 
Minneapolis-Honeywell Regulator 
Co. has appointed 16 sales engineers 
to its 12 branch offices. They are K. J. 
Lesker, Dallas; O. E. Krienke, New 
Jersey; W. J. Boschert, St. Louis; 
W. G. Henderson, Chicago; R. P. 
Norton, Indianapolis; W. J. Young 
and K. Batchelor, Houston; W. C. 
Curp, Dayton; W. T. Lisenby and J. T. 
Gentry, Los Angeles; J. L. Ciprari, 
Minneapolis; W. L. Bolton, Atlanta; 
R. J. Raycroft, Toronto; T. M. Hunt 
and W. F. Harrison, Montreal, and 
H. E. Allison, International division. 
a 
Donald A. Pengelly is the new as- 
sistant branch manager of Trailmobile, 
Inc.’s factory branch in Syracuse, N.Y. 
+ 


Ray I. Mitchell 
has been named 
sales-service rep- 
resentative for 
Vulcan Steel Con- 
tainer Co., Birm- 
ingham, Ala. Mr. 
Mitchell will have 
his headquarters 
in Birmingham 
and will contact 
users of steel 
pails and drums 
throughout the south. 

* 

Henry Russell Platt III, Daniel P. 
Haerther and Richard P. Herman, all 
of Chicago, have joined the sales and 
operating training program of North 
American Car Corp. 


G. F. Evans 





R. I. Mitchell 


7. 

Thomas K. Wells is now general 
sales manager of Flexonics Corp., 
Maywood, Ill. He has been with the 
company 12 years. 
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*® Registers in the office automatically lock the shut-off valves on the rack 
so no product can be withdrawn until authorized. 


How to load trucks 
faster with 
closer control: 


RED SEAL REMOTE 
CONTROL METERING 


You can do what these efficient new bulk plants are doing 
. . « get trucks rolling minutes faster . . . with all control 
firmly under the thumb of one man. Each of the Red Seal 
Remote Control registers in the office is accurately synchro- 
nized with a rack meter outside. Your dispatcher handles 
many trucks with ease . . . no running back and forth. . . no 
waiting. Automatic interlock prevents withdrawal of product 
until authorized by inserting a ticket and clearing the 
proper register. Tickets are meter-printed right in the office, 
eliminating inaccuracies and speeding accounting. And you 
get the dependable accuracy of Red Seal meters . . . accu- 
racy sustained for millions of gallons with lowest main- 
tenance costs. Loading speeds up to 650 gpm. Ask our 
nearest branch office for details. 


NEPTUNE METER COMPANY 


50 WEST SOTH STREET. NEW YORK 20, N. Y. 








626 
Paragon 
FEL OU, BURRS 


® Efficient drive-through layout together with Red Seal remote metering 
cut loading time tremendously in this fuel oil bulk plant. 


~~" —_—— 


*® No waiting . . . dispatcher gives “go-ahead” as truck rolls to stop. 


Meter-printed tickets save checking-out time, too. 


te 
BRANCH OFFICES: artawra + BOSTON - CHICAGO + DALLAS + DENVER 
NO. KANSAS CITY, MO..- LOS ANGELES - LOUISVILLE 


3 





Drivers find 


gasoline cost 
per mile down 207, 


To compare gasoline values now with the “good old 
days,” test drivers at Standard ran popular cars of the 
1920’s on 1925 gas, 53 models of the same makes on 
today’s gas, and ’53 models modified to use 1925 gas. 
All cars were driven over the same course, on the same 
amount of fuel till they ran out of gas. The results may 
surprise you. 


Today’s gasoline gives you, under comparable 
driving conditions, 50% more miles per gallon than 
in 1925! What does it mean to you? Suppose you 
started on a trip from San Francisco to Lake Tahoe 
with 12 gallons of gasoline—a route covering all kinds 
of driving. In the old car with 1925 gas, you’d travel 
about 131 miles; in the new car modified for 1925 
gasoline you’d go 149 miles; but in the new car with 
today’s gasoline, you’d go all the way to Lake Tahoe, 


196 miles. Improved auto engines explain part of this 
—but better gasolines made them possible. You ben- 
efit steadily from the competition in research and 
operating efficiency between Standard and other oil 
companies. Competition steps up gasoline quality, 
helps hold prices down. While living costs have risen 
54% in the last 28 years, today’s gasoline costs you 
only 22% more a gallon (except for taxes) . . . gasoline 
cost per mile has dropped one fifth! 


STANDARD OIL COMPANY OF CALIFORNIA plans ahead to serve you better 
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NEW RICHFIELD STATIONS piled up high gallonages as company launched its initial campaign in Florida marketing area 





SEVENTY RETAIL OUTLETS in the Jacksonville-Daytona 
Beach area now carrying Richfield name are first in Florida 


' RICHFIELD PETROLEUM Prom CTS 


LIVINGSTON & THEBAUT OL CO INC 











O'STRIBUTED By 


FLORIDA DISTRIBUTION for Richfield is handled by Liv- 
ingston & Thebaut Oil Co. and its affiliate, the Halifax Oil Co 


Richfield Moves Into Florida Market 


Richfield Oil Co. entered the 
Florida market with a “highly 
successful” grand opening cele- 
bration Feb. 12 and 13 at 70 
service stations. 

The stations are outlets of a re- 
cently appointed Richfield Independ- 
ent distributor, Livingston & Thebaut 
Oil Co. of Jacksonville, and its affili- 
ate, Halifax Oil Co., Daytona Beach. 

Grand opening gallonages ran high, 
with one station pumping more than 
3,000 gal. A sound truck visited each 
station to promote the occasion with 
recordings of popular music and live 
and transcribed commercials. 


A set of six glasses was given away 
at each station with the purchase of 
eight gallons of Richfield gasoline. 
The 21 new Richfield outlets in Jack- 
sonville alone distributed more than 
4,000 sets during the two days. 

Richfield’s Florida stations are be- 
ing backed with an extensive promo- 
tion and advertising campaign through 
major radio stations and newspapers 
in Jacksonville and Daytona Beach. 

The company said it is “extremely 
gratified by the response to the new 
Richfield dealer stations and products. 
Response of Richfield dealers and mo- 
torists alike has been excellent.” 
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SETS OF GLASSES were given with 
each 8 gal. of gasoline during the opening 
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Pate@)Nke : - - interpreting the oil news 


Midwest 


By Leonard Castle 


Gas Sale Hurts Fuel Oil 


Miles M. Mills, president of Oils, 
Inc. at Des Moines, Iowa, believes 
that the time has arrived for produc- 
ing oil companies to stop selling na- 
tural gas as a byproduct merely to get 
rid of it. 

He points out that the Northern 
Natural Gas Co., supplier of gas for 
Lincoln, Neb.; Sioux City and Des 
Moines, Iowa; Minneapolis and St. 
Paul, Minn.; and many smaller com- 
munities in those three states, has just 
announced a big increase in gas avail- 
ability. 

As a result, the Iowa Power and 
Light Co. of Des Moines is seeking 
8,000 new gas customers from coal 
and fuel oil consumers. 

“We have no quarrel to pick with 
the Iowa Power and Light Co., which, 
of course, is endeavoring to redis- 
tribute the product made available to 
it,” Mr. Mills says. “However, I do 
have extremely strong criticism and 
convictions about the petroleum indus- 
try operating an antiquated accounting 
system insofar as natural gas is con- 
cerned. 

“I believe my information is correct 
that the present operating percentage 
of exploratory and discovery expense 
is not charged against natural gas and 
I also believe that the proper percent- 
age of expense insofar as general, 
over-all administration and other costs 
are not charged against this particular 
petroleum product. 

“In my opinion,” Mr. Mills con- 
tinues, “there isn’t any reason why 
natural gas should be sold as a by- 
product merely to get rid of it, retriev- 
ing whatever small amount it might 
bring. 

“I see no reason for the oil industry 
not selling the product on a Btu price 
comparable to domestic fuel oils, 
thereby reducing the selling prices of 
fuel oil and other petroleum products 
while natural gas prices are being put 
in line with the products that are com- 
peting with it. This, to me, is merely 
a bookkeeping transaction that can be 
handled within each company’s or- 
ganization. 

“The existing selling price of do- 
mestic fuel oil in the Des Moines 
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area,” Mr. Mills says, “is slightly 
greater than 50% higher than the 
selling price of natural gas for home 
heating and with the inequities above 
indicated you can readily understand 
that a considerable amount of our 
bread and butter will be taken away 
from us unless quick action may be 
forthcoming.” 

Mr. Mills sent copies of his state- 
ment to Roy J. Thompson, chairman 
of the National Oil Jobbers Council, 
and Otis H. Ellis, its Washington coun- 
sel, for possible action by NOJC at 
its spring meeting April 1-3 at Hot 
Springs, Va. 


Jobbers Fight Truck Fee ? 


A group of Missouri oil jobbers 
headed by William H. Ayers of the 
Ayers Oil Co. at Canton, was pri- 
marily responsible for forming the 
newly organized Missouri Private 
Truck Owners Assn. which will fight 
for a more equitable state license fee 
structure for private truck owners. 

Mr. Ayers is president of the new 
association and Fred L. Whiteley of 
the Whiteley Oil Co. at Columbia is 
treasurer. Oil men on the board of 
directors are R. S. Moss of the Moss 
Oil Co., Bowling Green; Austin Mutz 
of the H. H. Mutz Oil Co., Maryville; 
George Rozell of General Petroleum 
Co., St. Joseph; N. J. Brashear of Na- 
tional Oil & Supply Co., Springfield; 
and Walter Hamburg of the Milton 
Oil Co., St. Louis. 

Managing director of the new as- 
sociation is Don C. Haynes of Jeffer- 
son City. 

The Missouri Petroleum Assn., at 
its recent St. Louis convention, joined 
forces with the private truckers group 
by adopting a resolution pointing out 
that the Missouri legislature has in- 
creased license fees for these opera- 
tors from 50% to 300%. The resolu- 
tion declared that these fees are 
causing “great hardship” to the private 
truck owners and demanded that ef- 
forts be made in the next legislative 
session to correct the inequity. 

Mr. Ayers explained that private 
truck owners in Missouri now pay 
almost as much for their fees as do 
the common carriers. Formerly, he 
said, the private truckers paid a top 
fee of $200 but this now has been 
increased to $600. Fees for common 
carriers total about $625, or only $25 
more. 

“It is obvious that this is an in- 
equitable situation,” Mr. Ayers said. 
“Anyone knows that private truck 
owners cannot operate with a decent 
profit on the same scale of fees as 
charged the common carriers.” 


Pacific Coast 


By Frank Breese 


Stock Loss Probe 


When the California Petroleum Dis- 
tributors Assn. met last week in Fres- 
no, stock losses seemed to be the prob- 
lem of most general concern. A com- 
mittee was set up to look into it. 

“The association recognized that 
there are malpractices and abuses 
arising from rigid policies in reim- 
bursement and assessment for losses in 
handling petroleum stocks due to load- 
ing, handling and changes in temper- 
ature,” Dan Lundberg, the associa- 
tion’s executive secretary commented. 

“Out of these malpractices on the 
part of suppliers has risen a parallel 
evil of countering measures on the 
part of the consignee,” said Mr. Lund- 
berg. “Neither the suppliers nor the 
consignees intend any malpractices, but 
they arise out of the confusion of in- 
equities and the natural determination 
of the one not to be cheated by the 
other. 

“The association is taking recogni- 
tion of these malpractices and abuses 
of the present systems in use by sup- 
pliers.” 

Mr. Lundberg didn’t say what the 
association is likely to do about the 
problem. 


Exchange Is OK 


Guest speaker at the CPDA meet- 
ing was George Haddock, member of 
the West Coast antitrust division who 
is in charge of the government’s mo- 
nopoly case against seven major oil 
companies. He told members their 
regional meetings for the exchange of 
information on poor credit risks and 
delinquent accounts were legal, at least 
the way they have been conducted. 


More Members Wanted 


The CPDA is in good shape now, 
though its early days were shaky. Its 
greatest weakness is money shortage, 
which it is trying to overcome by 
building up the membership roster. 
CPDA has an estimated 200 members, 
which is pretty fair by some state 
standards. However, that is a minor- 
ity of distributors operating in Cali- 
fornia. 

So, the association intends to start 
a new membership drive. 
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OIlC’s Weak Spots Need Correcting Fast 


“Oil Industry Slips in Eyes of Public,” said the 
headline in the February 24 issue of NATIONAL 
PETROLEUM News. And beneath it appeared a 
story reporting the results of the latest survey of 
the public’s opinion of the industry and which 
results fully justified our head writers in so label- 
ling the particular article. 

Among other things, the survey showed that: 


1. Despite all of the millions poured into 
the Oil Industry Information Committee pro- 
gram, more people today favor closer govern- 
ment regulation of the petroleum industry 
than was the case in 1950. 


It was in large part a desire to counteract a 
trend towards government control, encouraged 
and fostered for many years by the New and Fair 
Deals, that prompted the American Petroleum 
Institute to embark upon the OIIC program back 
in 1948. Prior to that decision there had been a 
public opinion survey made by the Eldean Or- 
ganization and one of the things it turned up that 
mightily impressed API’s directors, was that the 
more that people knew about the oil industry the 
better they liked it. Ergo, let’s tell the public all 
about the industry and so quell all this talk about 
regulation. 

How well that story has been told may now 
better be judged in the light of this new survey. 
Certainly it is at least significant that, when asked 
about five other industries, in every case fewer 
people favored more government regulation of 
those industries in 1953 than in 1950, while with 
respect to oil the trend of sentiment was exactly 
the reverse. 


2. Again despite all of the millions poured 
into the campaign, the percentage of people 
who have a generally good opinion of the 
industry is no greater than it was in 1949— 
72%—while the number who have an un- 
favorable impression has increased from 
9% to 12%. 

We can reach only two conclusions from the 
above: (a) The industry may be holding onto the 


National 
Petroleum 
News 
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friends it had, but (b) it is failing absolutely to 
win new supporters from among those whom, we 
must presume, chose not to express an opinion, 
for or against, at the time of the prior survey. 
Instead, it is seeing them join the ranks of the 
unfriendly. It may be contended that 12% doesn’t 
signify much, yet that doesn’t quite hold. By their 
votes, a minority of only 31 U.S. Senators man- 
aged just last week, you will recall, to defeat 
Senate passage of the Bricker Amendment to 
the Constitution. 


3. More people—42% against 30% in 
1950—now think that gasoline prices are too 
high and 77% of them blame the supplying 
companies (the large ones), whom they say 
control the industry and “set” the prices at 
service stations. 


We refrain from venturing an opinion on the 
significance of these last items, feeling that the 
figures explain themselves with unmistakable 
clarity. 


This latest O1IC survey was made just before 
Oil Progress Week last Fall. Its results, quite 
understandably, were not yet available to the 
API’s directors when, in November, they con- 
sidered and approved the largest appropriation of 
funds ever requested by the committee. Whether 
the Board would have acted differently had it 
known or even suspected what the survey would 
show, we shall, of course, never know. It is quite 
beside the point, anyway, even to wonder. 


The important thing, rather, seems to us to be 
the need which these survey results emphasize 
for the immediate correction of the major weak 
points in the OIIC program that now stand out 
so like a sore thumb, where all can see and none 
can dispute. Then, next November, the API direc- 
tors should review carefully what has been done 
and if, by that time, the program still isn’t on the 
right track, the board should insist upon an ac- 
counting from those responsible. 





Weekly Oil Market Review and Prices 
About Oil People 
Coming Meetings 





SERVICE 


that increased our business” 


Mr. R. V. Wampler, president = 
Wampler Service Corporation a 
La Porte, Indiana. \ ¥ 








. 


“Our new Butler transport and truck tank are an ideal 
team for serving both farm and commercial customers. 
The combination of a big-payload transport and a handy 
delivery unit helps us give fast service at low cost. This 
has helped us to substantially increase our business. 

“The transport will soon pay for itself! Butler designed 
it to haul maximum payloads within scale requirements. 
Speedy unloading helps us to make as many as four 102- 
mile round trips to Chicago daily. 

“The truck tank has 1,200-gallon capacity that greatly 
reduces backtracking to reload. This route-matched size 
and fast emptying enable us to make more deliveries a 
day—a big help during rush seasons.” 

Find out what route-matched by Butler can mean to 
you in greater profits. Write today! Address the office 
nearest you. 


3 BUTLER MANUFACTURING COMPANY 
7454 East 13th St., Kansas City 26, Missouri 
eg, Panpwe” 954 Sixth Ave. S. E., Mi lis 14, Mi ta 


913 Avenue W, Ensley, Bi ingh 8, Alab 
Dept. 54, Richmond, California 


Big commercial deliveries are made on 
a few hours’ notice with our route-matched 
delivery team. 








Manufacturers of Oil Equipment ¢ Steel Buildings ¢ Farm Equipment « Cleaners Equipment ° Special Products 
Factories located at Kansas City, Mo. * Galesburg, Ill. * Richmond, Cal. * Birmingham, Ala. * Minneapolis, Minn. 
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Oversupply Pushes Product Prices Down 


By Marvin Reid, NPN Staff Writer 


General oversupply of refined products con- 
tinued in most wholesale marketing areas east of 
the Rockies at the end of February. And, as result, 
prices continued weak. 


Gasoline was still the big problem to refiners. 
Stocks, for the sixth consecutive week, broke all 
previous records, according to API statistics. 


At the cargo and/or tank car level, gasoline prices were 
reduced by refiners at the Gulf Coast, at inland Texas 
points in the Mid-Continent, and at New York Harbor. 
But even with these reductions, there was still talk of 
“discounts” to any buyer who might be willing to make a 
firm offer. 

And, at least partly as result of top-heavy gasoline stocks, 
retail gasoline price wars were getting worse at some points, 
breaking out anew at others (see below for details). 

Heating oils, steady for the most part since first of the 
year, were harder to move, too, according to most trade 
sources. 

Residual fuel was having tough going in the Midwest, 
although Gulf Coast and Atlantic Coast marketers gener- 
ally said they were having little trouble as far as their heavy 
fuel stocks were concerned. In the Mid-Continent and 
Midwest, No. 6 ranged upward from $1.30, Group 3 basis, 
off 15¢ bbl. 

Lubricating oils, meantime, remained easy. Liquefied 
petroleum gas orders were tapering off (see P. 66) while 
natural gasoline manufacturers in the Mid-Continent gen- 
erally reported little change in supply and demand status 
of Grade 26-70. 

Foreign Crude Hits Texas—There were no developments 
in domestic crude oil market, but importation of a cargo 
of Middle East crude to the Texas Gulf Coast drew a sharp 
statement from Texas Railroad Commissioner Olin 
Culberson. 

Norwegian tanker, the Lifjord, unloaded a cargo of 
Kuwait, Neutral Zone, Wafra Field crude at Eastern States 
Petroleum Co.’s plant in Houston on Feb. 23. 

Mr. Culberson said “landing of (this) cargo . . . only 
adds emphasis to threat which export of foreign oil 
(brings). Fact that this oil is reported to have been pur- 
chased from independent producers in Near East does not 
‘ Jessen seriousness of this new participant in our domestic 
market.” 

He added, however, that local independents cannot be 
“severely criticized (for bringing in foreign crude) because 
they are only doing same thing that major importers are 
doing on East Coast.” 

Meantime, there is another shipload—aboard the tanker 
French Creek—on the high seas headed for either Gulf 
Coast or East Coast of U. S., according to reports. 

Brazilian Crude Requirements—In other foreign devel- 
opments, bids reportedly were being placed to furnish 
government-owned refineries in Brazil with crude oil. 
Brazilian requirement—said to cover largest new require- 
ments in recent years—reportedly ranges from about 
45,000 b/d for first two years, to about 70,000 b/d sub- 
sequently. No date has been set for awards, with at least 
six international oil producers reportedly entering proposals. 
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Two companies (both brokers) submitted bids in New 
York to supply bunker oil to Argentine government for 
delivery April through October of this year (see P. 00). 

Supplying companies to Esso Export Corp. reported 
general advance in Diesel oil bunkering prices in Europe, 
Africa and Far East, effective Feb. 23, amounting to five 
shillings per long ton where material is quoted in sterling 
currency, and $0.70 per ton where prices are posted in 
dollars. 

It was also reported during week that Egypt had reached 
a cotton-for-petroleum barter agreement with Russia and 
Rumania. Under agreement, the two Red countries will 
supply 350,000 tons (about 2,450,000 bbl.) of petroleum 
products at 16% below world market prices to Egypt, with 
proceeds to be used to buy Egyptian cotton on free market. 
First consignment of petroleum is due in Alexandria 
Feb. 23. 

Retail ‘Gas’ Fights Increase—Back on the domestic 
scene, retail gasoline price wars (as pointed out earlier) 
were increasing in number. Eastern markets, in particular, 
were scored with gallonage battles. Field checks showed 
that, since last fall, tank wagon prices in the East have 
fallen an average of 0.7¢ gal. for regular-grade. 

Point-by-point check on eastern areas where price cutting 
was reported follows. Prices are ex state and federal taxes, 
amount of which is shown in parentheses: 

Hartford, Conn. (6¢)—Price cutting, believed ended 
earlier in February, broke out anew with reductions of 
1.7¢ for tank wagon deliveries reported. Major marketer 
cut his dealer tank wagon price from 15.6¢ to 13.9¢ in 
East Hartford, Glastonbury, Manchester, South Windsor, 
Thompsonville, Hazardville, and Suffield. Prior to this, an- 
other marketer had cut his price for regular in tank wagon 
lots from 15.6¢ to 14.4¢, and two majors were offering 
1.7¢ gal. “voluntary allowances.” Stations in Hartford 
were retailing regular-grade at 17.9¢, with one private 
brand at 16.9¢; “normal” retail is 20.7¢. 

Providence, R. I. (6¢)—Tank wagon prices for regular- 
grade dropped an additional 1.5¢, to 12.15¢, and retail 
markets weakened further, with regular-grade pump prices 
for most part ranging from 14.9¢ to 15.9¢. These prices 
compare to “normal” of 21¢ which existed about eight 
months ago when Providence war started. 

Reading, Pa. (7¢)—Prices weak as result, according to 
trade sources, of price cutting in Lebanon, 20 miles to 
west. Cuts of 2.9¢ gal. in regular-grade tank wagon prices 
reported in Lebanon, from 15.8¢ “normal” to 12.9¢. Retail 
prices also slipped, in some instances from 21.9¢, to 15.9¢ 
and 15.5¢. Fact that Reading “never really got over price 
war of last year” makes entire central region of Penna. 
ripe for price cuts, some sources said. Retail prices for 
regular-grade in Reading area range mostly from 18.5¢ 
to 16.9¢. 

Wilkes Barre, Pa. (7 ¢)—Individual station operators took 
up Wyoming Valley price war where major marketers— 
who cut tank wagon prices 2¢ gal.—left off. Valley, accord- 
ing to reports, was experiencing neighborhood station feuds 
that in some cases dragged pump prices “below cost.” 
Stations were posting 15.9¢ at many points in Luzerne 
County, compared to prior prices of 17.9¢ and 16.9¢. In 
Scranton, Lackawanna County, most stations in southern 
portion posted 17.9¢ for regular, those in central portion 
16.9¢, compared to “normal” of 21¢. Low points—all 
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posted at outlets handling major brands—were: Dunmore, 
12.9¢ and 13.9¢; Old Forge, 12.9¢; and Kingston, 14.1¢. 

Pittsburgh (7¢)—Prices at some major and private 
brand stations down as low as 15.9¢ for regular, which 
some sources described as 8¢ “below normal,” in new out- 
break of Pittsburgh’s retail troubles. Most stations selling 
major brands reportedly were posting 18.9¢, with a few at 
21.9¢. War covered most of city by end of the week. 

New Jersey (5¢)—Number of “illegal” price signs in- 
creased markedly in three northern counties—Bergen, Hud- 
son and Passaic—but trade sources said number of stations 
at “low” prices—about 6% of state’s total—continued un- 
changed. “Cut” prices for major brands of regular-grade 
generally were at 16.9¢ and 17.9¢. Tank wagon prices 
were unchanged at 15.2¢. 


Atlantic Coast 


Heating Oil Prices Weaken 


Declines in No. 2 fuel prices at New York harbor, and 
“discounts” on kerosine and No. 2 fuel sales in Providence 
headed-up East Coast price developments the past week. 
Reports also were general of sharpened efforts to find new 
customers, and to retain old ones, on both heating oils and 
gasoline. 


At New York harbor, prices for No. 2 fuel slipped 
0.25¢ on the low, to 9.75¢ tank cars and 9.65¢ barges. 
While most New York harbor suppliers continued to quote 
10¢ tank cars and 9.9¢ barges, several said they were 
making “almost no sales” at these prices. 

At Providence, Socony-Vacuum and majority of other 
suppliers in the area extended 0.25¢ “voluntary allowance” 
to yard and tank car buyers of kerosine and No. 2 fuel. 

Suppliers generally reported stepped-up efforts to find 
new outlets for heating oils and gasoline. At New York 
harbor, there were unconfirmed reports that “summer” 
offerings of No. 2 fuel in barge lots, FOB terminals, have 
been made at prices approximately equivalent to those cur- 
rently paid by contract cargo buyers for delivered bulk 
quantities. 

Gasoline jobbers in some instances said that margins 
(below tank wagon) were being increased from 2.5¢, to 
2.65¢ and 2.75¢, the supplier giving the “extra” in anticipa- 
tion of larger gallonage. 

Bunker fuel trading was quiet, and sources said that 
cutting of prices on residual was not so noticeable as on 


other products. It was pointed out that stocks of residual 
are “low” for this time of year. 


Western Penna. 


Lube Oils Soft, Wax Firm 


Interest in spot lubricating oils continued to lag and 
prices were easy, according to reports from Western Penna. 
refiners the past week. With waxes prices holding firm at 
5¢ Ib., quotations for all other products were unchanged, 
but reports of price shading for base lube oils persisted. 
Open market trading remained quiet. 

Domestic wax shipments held at high level and some 
refiners reported their output of crude scale sold up for 
45 days. 

Recent decline in bright stock and cylinder oil prices has 
failed thus far to entice buyers. Demand was slow for these 
oils and there were several reports that low quoted prices 
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were being shaded. The call for neutral oils was said to be 
somewhat better than for bright stock and price of 20¢ for 
25 pour 200 vis. oil was described as firmest in the lube oil 
list. 

Gasoline shipments against contracts were reported good 
for the season, and shipments of heating oils also held up 
in fairly good volumes, refiners said. 

Some increase in foreign inquiry for cylinder stocks was 
indicated by some refiners but details of inquiries were not 
disclosed. 


Midwestern (Chicago-E. St. Louis Area) 
No. 6 Fuel Prices Fall 15¢ 


Refiners’ prices for No. 6 fuel fell 15¢ in the Midwest 
last week and were more in line with general quotations of 
brokers. Suppliers said, however, they still were being 
“undercut” by reseller offerings. 


In general, refiners said most products were having a 
“bad time of it.” Except for light fuels at pipe line and 
some river terminals, all products reportedly could be 
bought at reduced prices in the open market. A resale 
agent said he had “lost” a 40,000-bbl. sales of No. 6 fuel 
to a consumer on his quotation of “15¢ off Journal,” for 
shipment over next six months. 

Prices for No. 6 fuel ranged from $1.30 to $1.45, Group 
3, down 15¢ on the low and 5¢ on the high. Reports 
indicated that resellers generally were quoting $1.30, some 
$1.25 and “even lower.” 

Meanwhile, “pipe line” regular-grade gasoline was avail- 
able in open market at “0.375¢ off” delivered terminal 
prices. Light fuels continued to be offered to resellers for 
tank car shipment at “discounts” of 0.625¢ and 0.75¢. 


Chicago District 
Heavy Fuel Prices Dip 0.2¢ Gal. 


Heavy fuel prices in Chicago District last week gave 
way to pressure of “low cost” offerings from other refining 
districts and ranged 0.2¢ gal. lower. 


Although No. 2 fuel was closely held by most suppliers, 
product became more freely available after a week of mild 
weather and knowledge that reopening of Dresden Island 
locks in Illinois river on March 1, would mean additional 
supplies at river terminals. 


Range oil continued easy and reports indicated product 
was available at “0.25¢ discount” (11¢, FOB Chicago Dis- 
trict). Gasoline remained slow and prices soft; however, no 
trading was disclosed. 

Prices for No. 5 fuel ranged from 7.2 to 8.125¢; No. 6 
low-sulfur fuel from 6.4 to 6.75¢; No. 6 high-sulfur from 
6.2 to 6.9¢, all down 0.2¢ on the lows following similar 
reduction by one large supplier. Reductions came after 
No. 6 offerings from other refining districts had been made 
to local consumers at delivered siding price of 6.75¢ ($1.30, 
Group 3, plus rail freight). 


Mid-Continent 


Residual, Gasoline Prices Drop 


Residual and gasoline prices ranged lower in several 
areas of the Mid-Continent the last week of February, 
following reductions reported by several refiners. Open 
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OIL MARKETS 





Summary of Gasoline Prices (Feb. 23 through Mar. 1) 





*Monday Friday Thursday Wednesday Tuesday 
March 1 Feb. 26 Feb. 25 Feb. 24 Feb. 23 


x13 .25-14.25 13 .25-14 .25 13 15-14 .25 3. 14.25 x13 .25-14.25 
13.5 13.6 13.5 13.6 
13 5-13.75 18 6-13.75 18 .6-18.75 i. 5-18. 15 18 6-18.75 


Motor Gasoline 93 Oct. (Premium): 


(4)12 .25-18 .375 
11.75-18 


Gasoline 84 Oct. (R 
kia., Group 3 er ee 
kla., Group 








. Tex. (Texas & Row Mex. shpt.). 


ee oe Sa tony, Mex. shpt.) 


etor Gasoline 82 ee (Regular): 
Not Tex. (Texas & New Mex. shpt.) 11.5-12 .25 
E. Tex. te 


11.5-12.7 
11 .5-12.25 
11.75-12.25 


g MAZE 





10 .25-10 .625(3) 
3. 25-10 625 
Lng y 3 basis) 0 .25-10 .625 
N. Tex. (Texas & New Mex. shpt.).. ‘ ano. 76-11. ; 

W. Tex. (Texas & New Mex. shpt.).. 1.25-11 

Tex. ick Tnsp.) @yii- -ll. 126 





5.4 
ans. 4-16.6 
5.4-16.1 


13 .45-14.3 


x(3)13 .9-14.6 
x13 .8(2) 

12.7-14.1 

12.75-12.8 








15 .5-16 .65 
14.15(2) 


14.75-15 .25 
13 .75-14.15 


15.5 15.5 
13.75 18.75 


11.5-12.25 
11 Sts 


10. tery 658) 


Be 
ane. ath 8 
1.25-11 
@ii-il. 16” 

a. 3 16.3 
16.4 
(2)16 .4-16.6 
15 .4-16.1 
18 .45-14.3 
12-14.2 12-14 .2 
18 .7-14.6 
13 .6-14 


12.7-14.1 12.7-14.1 
12.75-12.8 


15 .16-16 .66 


14. 75-15 .25 
18 .75-14 .15 


(4)12. 25-18 .875 (4)12 25-18 .875 (4)12 25-18 876 
11.76-18 11.75-18 11.75-13 
11.75-18 
12 75(2) 
on -13. = 
13-18 
18 


on. +s. 875(8) (6)11.26-11.875/8)  (6)11. atte eee) (6)11.25-11.875(8) (5)11 25-11 .875+3) 
8 pt.). ces 10.7 24 $75 (2) 10 .75-11 .875 (2) 10 .75-11 .875(2) 
(G basis). . coe 10 . 75-11 .375 0.75-11.375 


11.5-12.7 
11 .5-12.25 1.5-12 1.5-12 
11. 75-12 .25 


10 .75-11 .875(2) 
10. 75-11 .875 10. 75-11 .875 
ee 5-12. :. ot 5-12. i. 


10.75-11 .875(2) 
10.75-11 .375 
x11.5-12.7 

x11 .5-12.25 


it. 76-12. "Os 11.76-12 26 


it. 15-12. "ts 
11.5-12.25 x11 5-12.25 
11.76-12 11.75-12 
11.75 11.76 


11 .75-12 26 


10 .25-10 .625(8) 
4 25-10 626 


0.26-10 625 
ane: 76-11. . 
11 .26-11.5 
(2)11-11 .125 


10 .26-10 625 (8) 10 25-10 .625 (3) 
10. 25-10 625 10 25-10 .625 


10 26-10 .625 
(2)10.75-11 8 
11.25-11.5 
(2)11-11 . 126 
16.8 2. : 16.8 
15.4 15.4 
(2)16 .4-16.6 is. Lis. . (2)16 .4-16 .6 
15 .4-16.1 15 .4-16.1 15 .4-16.1 


10 .25-10 .625 
(2)10 .75-11.8 

11.25-11.5 
(2)11-11 125 


18 .45-14.3 18 .45-14.8 
12-14.2 12-14.2 
13 .7-14.6 13.7-14.6 
13 .6-14 18 .6-14 
12.7-14.1 
12.75-12.8 


18 .45-14.3 


12.75-12.8 12.75-12.8 


15 .15-16 .66 


15 .15-16 .66 
14,.15(2) 


14.15(2) 


15 .156-16 65 
14.15(2) 


14.75-15 .25 


14.75-15 .25 
18 .75-14.16 


14.75-16 .25 
18 .75-14.15 


18. 75-14 .15 


15.5 15.5 15.5 
13.75 13.75 13.75 





market trading, meantime, was slow with virtually no de- 
mand reported for any product. 

In Oklahoma, No. 6 prices dropped a total of 15¢ bbl. 
during week, to $1.30 low, and reports from resellers indi- 
cated material was available as low as $1.20, Group 3, for 
resale. 

In North Texas, lower quotations reported by refiners 
dropped low of range for No. 6 to $1.40, while Arkansas 
refiner reduced his prices 5¢ bbl., to $2.15 for No. 4, $1.95 
for No. 5 and $1.80 for No. 6. In one other Mid-Continent 
area—Kansas—No. 5 ranged upward from $1.95 and 
No. 6 from $1.50, following 5¢ reductions by one refiner. 

Gasoline demand, for most part, was showing few signs 
of improving, according to most refiners. Prices dropped 
in North and West Texas 0.25¢ to 0.5¢ gal., and third- 
grade was off 0.125¢ in Arkansas, when refiners in these 
three areas quoted lower prices. 

Burning oils, for first time in past three or four weeks, 
were said to be “freely available” at most northern pipe 
line terminals. In most cases, however, refiners described 
their inventories as “very comfortable,” and majority said 
they will enter gasoline “season” in “very good shape” as 
far as distillate stocks are concerned. 

Resale of “a few cars” of No. 3 fuel at 7¢, Group 3 basis, 
was disclosed by Oklahoma marketer. 

Lubricating oils generally remained weak, with no trad- 
ing activity disclosed. 
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Central Michigan 


Weather Brings Inquiry Change 


Milder weather the last week of February tended to 
change inquiry pattern in Central Michigan, according to 
some refiners. They pointed out that jobbers already were 
showing interest in Spring gasoline and tractor fuel. 

Demand was steady for all products and prices were 
unchanged. Refiners said they were contending chiefly with 
“frost law” weight restrictions on transport loadings. In 
some instances, refiners held back on shipments wherever 
possible, “expecting” a return of cold weather and lifting 
of restrictions. 

Several refiners said their gasoline gallonage was “un- 
usually good” for February. Stocks were on high side at 
some plants. This however, was due in part, it was said, 
to changed buying habits on the part of large refiners as 


result of new pipe lines in the state and the open winter 
for navigation. 


Gulf Coast 
Gasoline Prices Off 0.125¢-—0.25¢ 
All sellers and no buyers was the story on gasoline the 


past week at the Gulf, and prices slipped in amounts 
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NPN Gasoline Index 


(cents per gal.) 
Dealer T.W. Tank Car 
March 1 16.12 12.38 
Month Ago F 16.19 12.40 
Year Ago ‘ 15.25 11.63 


Dealer index is an average of dealer tank wagon price 
ex tax in 50 cities. 

Tank car index is weighted average of following whole- 
sale markets for regular-grade gasoline, FOB refineries or 
terminals: Okla.; Midwest; W. Penna.; Calif.; N. Y. Har- 
bor; Philadelphia; Jacksonville; Boston and Gulf Coast. 











ranging from 0.125¢ to 0.25¢ for most grades. 

Gasoline was the principal object of trading, for offerings 
of light and heavy fuel oils continued to be relatively light. 
Quoted lower by 0.25¢ per gal. were 95 oct. premium, at 
12.5¢; 93 oct. premium at 12¢; 90 oct. premium at 11.5¢; 
and 79 oct. at 10¢. 

Prices for 83 oct. regular-grade also slipped 0.125¢, to 
10.25¢ gal. 

Even with the reductions prices were still weak, trade 
sources said. If it were only a question of burdensome 
gasoline stocks, refinery runs could be cut back. However, 
some refiners also were relatively low on distillates, and 
therefore kept their throughputs at a high rate, with the 
result that pressure to move gasoline was thereby increased. 


LP-Gas Orders Taper Off 


Orders for March deliveries of liquefied petroleum gases 
are running well below those for February, according to 
trade reports here. Most of the decline is seasonal, some 
producers say, with butane inventories building up rapidly. 

Prices for the most part are unchanged at 4¢, Group 3 
basis, for contract propane. Propane prices continue rela- 
tively firmer than butane. Latter is described as “a drug 
on the market” by several sources, with demand for motor 
fuel blending “negligible.” 


Argentine Bunker Fuel Bids 


New York—Only two companies, both brokers, sub- 
mitted bids in New York on Feb. 26 to supply bunker oil 
to Argentine government for delivery April through Octo- 
ber of this year. Requirement is for approximately 800,000 
bbls. 

Cottrell Oil Co. offered to supply entire requirement at 
“low of Platt’s OILGRAM, Gulf Coast cargoes, date of 
lifting,” FOB Puerto La Cruz, Venz. 

Harwich, Inc., bidding on three cargoes totaling approxi- 
mately 450,000 bbls., quoted “Platt’s OILGRAM low 
quotation, date of lifting, less 1¢ per bbl.,” with loading 
option of Puerto La Cruz, or Pointe a Pierre, Trinidad, 
B.W.L. 

Several other suppliers reportedly submitted bids direct 
to Buenos Aires details of which, however, were not yet 
available at government agency’s office here. 


Explanations of Price Tables 


The reader’s attention is directed to the follow- 
ing explanations which apply to the summary of 
daily gasoline prices appearing on page 65 and the 
price tables appearing on pages 67-74 of this issue. 

The letter “x” indicates a change in prices if the 
change is on the low of the price range, the “x” is 
adjacent to the low; if the change is on the high of 
the price range, the “x” is adjacent to the high; a 
change from flat price to a higher or lower flat 

rice, or elimination of the low of a price range, is 
indicated with an “x” to the left of the new price; 
elimination of the high of a price range is indicated 
with an “x” to the right of the new price. 

Parenthetical figures indicate number of compa- 
nies quoting when two or more companies quoted 
the price shown. In the Gulf Coast cargo table on 
p. 55 all prices reported are shown. In all other 
tables, only the lows and highs of the ranges of 
prices are shown; No attempt is made to show 
prices within the lows and the highs, and there- 
fore no attempt is made to indicate the number of 
companies contracted for prices for each product. 
Nearly 200 primary suppliers (refiners and tank 
terminal operators), plus an even larger number of 
other sources (jobbers, compounders, consumers, 
distributors, brokers, tank car marketers, etc.) are 
contracted for prices at regular intervals. 














Crude Oil Prices 


No changes reported in crude oil prices in week 
ended Feb. 27. For complete crude price sched- 
ules, see Feb. 24 NPN, P. 56-57. 











BLS Crude-Products Index Dips 0.7% 


Washington—Bureau of Labor Statistics’ index for crude 
oil and petroleum products declined 0.7%, from 114.9 in 
December to 114.2 in January, with crude oil index, as 
result of early January drop in Penna. grade prices, off 
0.3% from 120.9 to 120.6 in same period. 

Index figures for kerosine, distillate fuels, and residual 
fuels all rose 0.7%, from December to January, while 
gasoline was down 1.4% and lubricating oils 4.4%. 

At 114.2, January 1954 crude-and-products index was 
down 2.6% from 1953 high of 116.8 reached in July, but 
was 6.3% higher than for January 1953. 

Bureau’s All Commodities index for January 1954 was 
up 0.7% from December, and 0.9% higher than for 
January 1953. 

BLS figures, with petroleum indexes based on Platt’s 
OILGRAM quotations, follow (1947-49 equals 100): 

Change Change 

Jan. vs. Jan. ’54 
Jan.* Dec. Jan. Dec. vs. 
1954 1953 1953 1953 Jan.’53 


Crude . 120.6 120.9 109.0 —0.3 +11.6 
Crude and 

products 114.2 114.9 107.9 —0.7 +6.3 
Gasoline 120.3 121.7 1143 —1.4 +6.0 
Kerosine 112.9 112.2 112.8 +0.7 +0.1 
Distillate 

fuels 118.8 118.1 
Residual 

fuels 97.7 970 80.7 +0: +170 
Lubricat- 

ing oils 73.3 77.7 92.4 —4.4 
Natural 

gasoline 79.5 79.5 101.5 

All commodi- 

ties 110.8 110.1 109.9 +0.7 
(*)Preliminary. 


112.6 +0.7 +62 
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Service uniforms of 


ORLON 


ACRYLIC FIBER 





resist damage from acid, help 
you stay neat-looking 


There was a time when a splash of acid from a bat- 
tery could ruin a good-looking uniform. But things 
have changed. Today the acid resistance of ‘‘Orlon” 
means a neater appearance, more economy for you, 
because acids won’teat holesin uniforms of ‘‘Orlon’’. 
Battery workers have proved this by wearing uni- 
forms of ‘“‘Orlon’’ on their most rugged jobs. 
Resistance of “‘Orlon”’ to grease and oil means 
economy, too. Spots stay on the surface . . . most 
are easily removed with an ordinary spot remover. 


You'll be able to keep a neat “sales look” with 
service uniforms of ““Orlon’”’. They keep fresh and 
well-pressed through wear and weather—will hold 
their press even after a drenching rain. Uniforms 
of “‘“Orlon”’ are durable, too . . . will stand months 
of scuffing and flexing that go with tire and chassis 
jobs. 


Uniforms that make proper use of ““Orlon”’ acrylic 
fiber are completely washable . . . and after wash- 
ing need little or no ironing. They cost little to 
maintain, and are comfortable to wear. Check your 
distributor for uniforms of ‘‘Orlon” today! Or write 
E. I. du Pont de Nemours & Co. (Inc.), Textile 
Fibers Dept., Room 2522-S, Wilmington 98, Del. 


ORLON is Du Pont’s trade-mark for its acrylic fiber. 
Du Pont makes fibers, does not make fabrics or garments. 


GU PONY 


8€4_y.s. pat orf 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 
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PRICES 


in effect March 1 at Refineries and Terminals ee ae- 6 te) 


CALIFORNIA 
Gasoline Los Angeles Dist.: 
(2)14.1-18.1 
OKLA., Group 3 (Okla. shpt.) 80 Oct. Reg (2)13 .1-15 .6(2) 
: he: .25-18 .375 
11 .25-11.375(3) 
25-10 .625(8) 


@ 17.85-18 .6 
15.85-16.1 


11.75-18 Kerosine (2)11.45-11.55 

10.75-11.875(2) a 11.25(2) 

10. 25-10 .625 90 Oct. Prem. . . No. 2 fuel - ano. 96-11. os 
10.5-10.85 


ll. 8. * 
10. 9-11 Me 
10 .6-11 .06 
10.6 

10.6 


Kerosine, Gas & Fuel Oils 
11.6-12 


~ 10.9-11.2 
OKLA., Group 3 (Okla. shpt.) seeeee 11.4-11.85 
(2)10 .6-11.1 
10.5-11 
13.5 
(2)18-13 25x ; 
x11 .5-12.25 8.125 (3)x 
11.25-11.5 No. 6 f x(2)$1.80-1.80(x) (FOB Central Michigan refineries. ) 
12.55-12.8(2) 
(2)12.8-18.1 
OKLA., Group 3 (Northern shpt.) AF — (s)t 8-11 808) 
: Bares £°) ; 11.175-11.8 


sare 
RERE 


7_875(2)x 
x(2)$1.80-1.60 


MIDWESTERN (Group 3 basis) 
: 125-9875 
ied 1252) 
CALIFORNIA 
ms on oon San Joaquin Valley Dist.: 


N. TEX. (Texas & New Mex. shpt.) 


9.2-10 


42-44 9.5 
58 & above Di. Diesel. 9-9 .75 
6 fuel > x(2)$1_40-1.75 


10. 25-11 .25 
W. TEX. (Texas & New Mex. shpt.) 


14.15 @) 


E, TEX. (Truck transport lots) 


; 9.5-9.75(2) 
14. 75-15 .25 

18.75-14.15 rg yh x th 

* (8)$1.60-1.70 


CENT. W. TEX. (Truck transport lots 


) 
5 
-25 
6 
65 


KANSAS (For Kansas destinations only 
G2 & below Dit Disa) 9 8-b:918 
ow : FOB GROUP 3 
o& enere D.I. Diesel. Zhe , ‘25 bcbinaddéccccccece -+-5 (Quotations) 
(8)14.5-14.75(8) 


(8)18 5-13 .75(2) ‘ é ot 95-2. FOR BRECKENRIDGE 
18.25 Grade 26-70............++.+-4.5 (Quotations), 


are comeeed, from Platt’s OILGRAM Daily Oil oe ~ or publication. D period of short supply, some sellers 
Price Service, associated Nati News, at ine withhold quotations th 
resentatives in all NPNOILGRAM offices devote their time “aastestvely a a oa rices but give OILGRAM 
oil ind here. would quote to trade in general : 
. or general offers regular customers only, 
and —— ratings are 


by AS 
by dny NPN-OILGRAM office 
Service in 


ERE® 
el 


Dishing voftce! Ne a i age eg 
0} 
DILGRAM Price Servi W. 42nd St. New York'36, N. Y. Annual 
~a-- 4 ry in U. S50 ‘per year, payable in advance. 
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Naphthas & Solvents 


(FOB Group 3) 


Stoddard solvent......... 12.375(3) 
Cleaners naphtha... 875(2) 
V.M.&P. naphtha... . 875(4) 
Mineral ’spirits 875(4) 
Rubber ‘solvent 875(3) 
Lacquer diluent... 125-13 .875 
Benzol diluent. 125-14 625 


WESTERN PENNA. 
Oil City: 
Stoddard solvent......... 


Pittsburgh: 
Stoddard solvent 


OHIO— Quotations of 8.0. Ohio for delivery Ohio 
points: 


V.M.&P. naphtha 
— | one & stoddard 


E. TEXAS (Truck Trnspt. lots) 
Stoddard solvent 


CENT. W. TEX. (Truck Trnspt. lots) 
Stoddard solvent 


KANSAS (For Kans., Dest’n. only) 
Stoddard solvent 


ATLANTIC COAST 
V.M.&P. 
Naphtha 
New York Harbor. 18(4) 
Philadelphia 17 .5(4) 
Baltimore 


Mineral 
Spirits 


18.5(4) 
pe 17.5(6) 


Petrolatums 
WESTERN PENNA. 


(Bbis., carloads; tank car, 1 
Snow white 


to 1.5¢ less) 
125-7 .75 
75-7 .875(2) 
Lay white. . 3. 2 


7 
6 
6 
6. 
5 
5 
5- 
4 


5.5 
75-5 .875 


Lubricating Oils 


WESTERN PENNA, 

Prices are for sales made, or offers reliably re- 
ported, to jobbers & compounders only. 

Viscous Neutrals—No. 3 col. Vis. at 70° F. 200 
Vis. (180 at 100°) 420-425 fl. 


10 p.t. 
os at 


16 p.t.. 

26 p.t.... 

Bright Stocks 

— 155 vis. at 210°, %40-550 " Be. 8 col. 
+F H 
16-17 .5 

Cylinder Stocks 

600 s.r. filter a bl. 


630 flash.... (2)16-19 


MIDCONTINENT LUBES 

FOB Tulsa basis, for domestic shipment only 
Bright Stocks, vis. at 210° Neutrals, vis. at 100°, 
0-10 p. p. 

Neutral Oils—Conventional 

Pale Oils 
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Bright Stock—Conventional 
200 vis. D: 
— PF . 
150-160 = D: 
0-10 p 
10-25 P: p.. 


Bright Stock—Solvent 
150-160 vis. 0-10 p.p., 
95 vi 3)21-22 


Cylinder Stocks 
600 s.r., olive green........ 


GULF COAST—Solvent Refined Lubes. 

From Mid-Continent grade crude. Prices FOB ship 
at Gulf for export. 

Bright Stock—Vis. at 210° 


7 ct vis., 0-10 pour test, 
(2)19-22 .5 





Neutral Oile—Vis. at 100°; 95 v.i.; 0-10 p.t. 
100 vis... . : 13. 75-14.5 
200 vis... 14.75-15 .5 
300 vis... 15 .25-17 

500 vis. (2)17-18.5 


SOUTH TEXAS LUBES 
(Vis. at 100° F. FOB S. Tex., refineries for do- 
mestic and/or export shipment. ) 


PALE OILS: 

Vis. par 

100 -24% 11(6) 
200 - 12.5(6) 
300 -3 13 .5(6) 
500 4-3h.. 14.5(6) 
750 -4 ‘ 15 .5(6) 
1200 Msiteces 16 .25(6) 
2000 ‘ 17(6) 


174 Green Street 
Melrose 76, Mass. 


Canadian Licensee: EMPIRE BRASS MFG. CO, LTD, Toronto, Ontario 








New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 

















ViVi (Oe 


THE 
100% Pure 


BUT UNITED, OFFERS 


JOBBEKR AND MARKETER SO MUCH? 


Pennsylvania Lubricating Oils re- 


fined by UNITED’s modern equipment 


deliveries on schedule 


folate mee (@its| a 
re) | the 


Te) 8) al-4 ae 


and consistently fair prices 


technical assistance 


a sympathetic understanding 
and Marketer's problems 


UNITED sets 


its policies to build YOUR business 


Phone for 


UNITED 


Talielaiilelitela) 


UNITED REFINING COMPANY, WARREN, PA. 
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PRICES in effect Mar. 1 at Refineries and Terminals—Cont. 


LPG Prices Atlantic & Gulf Coasts 


(Of refiners, FOB refineries, in cents per gal. Prices are of refiners, FOB their refineries & tanker terminals and of tanker terminal operators. 
tank cars or transport trucks) FOB their terminals. Ships’ bunkers prices are exclusive of lighterage. 
Commercial Industrial 92 Oct. 86 Oct. 83 Oct. 
District Propane Propane Prem. Res. Reg. Kerosine © 
x 8.75 Gasoline G i No. 1 Fuel (*) No. 2 Fuel (*) 
Philadelphia 53 ‘ - ¥. ow 16.3 a: 45-14.3 000% 11/19) x(2)9 .75-10(17) 
Gul 4-4. 4-4 .375 do barges... . 15.4 .. &10.65-10.9(17) x(2)9 .65-9 .9(18) 
5 7.6 16 .7-17.1(8) 11 .8(9) 10.3(11) 
15.4-16.1 12. 11(10) 10(11) 
10 9/5) 








16 .8-17(2) 
18 .6-15 .25(2) 
Corpus Christi.. 13 .5(2) ee? 
WESTERN PENNA. (T.C., in Bulk 13 .25-14.25 (2)12 .25-12.3 ay . x 9 125-9 25 
do . (2)18.25-13.5 (2)12-12.3 nes J : 8 .625-8 .75 
White Crude Scale: Joctwonvi ; 14.4-15.4 13.4(7) eck 10 .65(8) 
122-124 A.m.p. Miami. . eeee 14.9 18.4 eeee 11.8 
124-126 A. a ae Mobile. . (2)14.6-15.4 18 .1(3) Pr - 10 .2(2) 
Panes sedessoce New Haven.... @)ie 8 14.3(8) want ii.1 10.1(11) 
New Orleans... 14.4 12.4 d -10. 9 4(8) 








° 4.3 12.3 eee 10.3 - 
SEABOARD .8-15.6 12 6-13.2 ave : 10 05(6) 
pifciins pete ope AMD. % hither Chan EMP. WERE: 4.7 18 .2(2) re .1(2) 10.2 

rices are for car’ . Domestic prices are eae .4-16.6 3)13 .9-14.6 sone ) 10(18@) 
FOB refinery; scale in bags or bbis.; fully re- do barges... . " v3.8) ep 9(5 
fined, slabs loose. Export prices are FAS; scale . .. (2)14 ‘ 13 4(4) Sept: 10 .65(3) 
in bags or bblis., fully refined in bags or cartons. 16 3)° 14,6(4) : 

Provi 





) cee 10 .3(9) 
16 .7-17(3 14.5(5) Pre 11 2(9) 10 2/9) 


: ~..  (2)14.6-15.7 @)is. 1-19.44)... 11.87) 10.65(7) 
Crude Scale: =N. Y. Domestic N. Y. Export = 7,7, 14.2-15.6 12.9-13.3(5) .... 11.7(8) 10.55(5) 
124-126 white... . (2)6 .6 x(2)6 .5-6 .6(2) Wilmington, 

x . sd 18. 4-15 .35(2) 12.4-18.85 11(7) 10.2(7) 





Fully Refined: 


Gas House Diesel Oil (*) Light Diesel 
Gas Oils No. 5 Shore Plants Ships’ Bunkers Heavy Diesel 
(*) No. 4 Fuel Fuel (50 cet., 55 d.i.) (45 cet., 45 d.i.) Ships’ y Same onl 
10.1 (10)$3.22-3.78 $2.77 10.4(8) 
--+. (10)3.19-3.68 2.74 


2:80 
2.74 





Chicago District Prices 


Prices to jobbers & 
and/or truck transport lots 
pipe line terminals and inland waterway barge 
terminals. 





do be pee 
gee) vides bane 10 .65(6 
Motor Gasoline Miami =F aduibe 


10 .65(2) 
18 .25-14 85 
12 25-13 .85 





= 10.5 
2.42 9.7-98(2) 
do barges.... .... 4 10 |45(4) 
(8)11.25-11.8 P i , ' 10.2 
10 25-10 87 a 3 . 
5(8) 2.99(6) 10.48) 


oes 10 .65(4) 
hi 10.7(4) 
x(2)7.2-8.125 aa a aoe 4.47316) 
x(2)6 4-6 .5(2)x yeme ° 0 5516 4.429-4 .481(4 
ey ex haee 10 .55(6) ‘ -431(4) 


10 .3(2) 4.30(3 








Mexican Bunker Prices 
U.’S. DOLLARS PER BBL. OF 159 LITERS 


Bun! Diesel No. 6 Fuel No. 6 Fuel Bunker C 
aa Bunkers) No. 6 Fuel No Sulfur No. 6 Fuel Max. 1, % Fuel 
Mexican Gulf No Sulfur Guarantee Max. 1, % Sulfur Shi 
$1.95 $3.75 Guarantee Barges Sulfur Barges Bunkers 


‘ ee +. (5)$2. ss. 28(8) $2.25(15) (2)$2 .35-2 .43 (2)$2 .35-2 .40 $2 .25(10) 
1.95 cane Alban 


1.95 8.75 2. 2506) 2°25(4) 2°43 2.40 2°25(4) 
‘ 1.98 1.95 waa ae te 1.95(2) 
Pacific Coast Boston 2°32(6) 2'29(5) 243 2.44 
$5.65 2.23(2) 2.20(3) Fas 2.20(3) 
4.75 : 1.98 1.95 ee >> (8)1 95-2 .10 
4.75 Houston. . be 5 98-2 .00 me 
2.2 2.216) 2. 


2. OB 2 
New Haven.... 2.30(3) 2. 
New Orleans... 1.98(2) 1. 
oe 2.26(3) 








ervey.) 
can 
a> 
eOan 
—_~—w~ 





erie 





(in Ships’ Diesel Bunker C non 23- 2 2501) ~2.20-2. 2.28-2.90(8)  2.25-2.27(8) 
Bunkers, or Fuel Fuel - lades. . (2 sees tees 

Deep Tank Lots) (P.S. 200) (P.S. 400) ; 3 44-254 2 4i 2 26(8) 

San Pedro, Calif.. $4.20(5) $1.80(5) “33 " paep mere? 2.2015) 

San Francisco... . 4.41(4) 1.85(4) . ‘ - seas 2.13(5) 


Portland, Ore..... 4.62(4) 2.10(4) *) At Atlantic Coast refineries and terminals sovth of Maryland, and at Tampa, prices of some 
Seattle, Wash..... 4.62(4) 2.10(4) ots to bulk « cial con s are 0.l5¢ higher than prices shown above. 
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Gulf Coast—Cargoes, Domestic & Export, All Ports 


Cargo prices are FOB ship at U. S. Gulf, minimum of 20,000 bbis., and are by refiners only to 
other a export agents, or tanker terminal oom The figu re in parentheses after each price 
indicates Pp 


number of companies quoting that 


Aviation Gasoline (MIL-F-5572) 
Grade 115/145 


Grade 91 


Me Gantin 
95 Oct. Pre 

x12 .5- 12. 75 (2)- 18(2)-18 .25(3)-18 .875-18 .75 
93 Oct. Premium x12(2)-12 .5(2)-12 .75(2)-13 
90 Oct. Premium x11.5(2)-12.25-12 375 


87 Oct. Regular 
98 Oc a OPP ES E68 SOG )-08 OHSS 
x10. 25(2)-10. =. 10 .5-10 75-11 .25-11 .875 
| Oct 0(2)-10 875-10 75-11 .125 
9 .75(2)-10-10 .5-10.75 


Middle East Crude Prices 


Kerosine & Light Fuels 


41-43 w.w. Kerosine.... 9.5(2)}-9.625(8)-9 75(2) 
ow | yy ree 8 .5(2)-8 .625(2)-8 .75(6) 


Diese! & Gas Oils 
43-47 Diesel Index 8.5(4)-8.75(2) 


48-52 Diese! Index 8 .625(4)-8 75-8 .875(2) 
53-57 Diesel Index................ 8 .75(4)-9(2) 


Heavy Fuels«—Cargoes 


No. 5 Fuel, 0-10 p.t...........4.5- $2 .60-$2.70 
Bunker “C” Fuel $1 .85(7)-$1 .90-$2 00(2) 


(Prices are per bbl. of 42 U. S. gals., exclusive of local port or other governmental charges, sales 


taxes, etc., if any; FOB load 


ing port indicated, for gravities shown ; 
degree of gravity applies for gravities below and above those shown.) 


2e per bbl. differential per 


Persian Gulf 


Company 

Esso Export 

M. E. Crude Sales 
Soc.-Vac. Overseas Supply 
Esso Export 
Anglo-Iranian 

Shell Petroleum 

Soc.-Vac. Overseas Supply 
Anglo-Iranian 

Gulf Exploration 
Anglo-Iranian 

Esso Export 

Shell Petroleum 

Soc.-Vac. Overseas Supply 


Gravity 


<3 


eegeees 
Sseseeeee 


£F 


wcovvcovvvoreo 


wo 
7? 
we 


Esso Export 

M. E. Crude Sales 
Sec.-Vac. Overseas Supply 
Anglo-Iranian 


x 


eecoocwoce 


Seee 


Esso Export 
Shell Petroleum 
Soc.-Vac. Overseas Supply 


geageee 


s 


Venezuelan Crude Prices 


Med 


Price 


1 
1 
1 
1 
1 
1 
1 
1 
1 
2 
2 
2 
2 


rotors reno nere 
SSSSSRS 


Loading Port 

97 Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 

97 Ras Tanura, Saudi Arabia 

Fao, Iraq 

Fao, Iraq 

Fao, , 

Foa, Ira 

Mina-al- “Ahmadi, Kuwait 

Mina-al-Ahmadi, Kuwait 

Umm Said, Qatar 

Umm Said, Qatar 

Umm Said, Qatar 

Umm Said, Qatar 


Effective Date 


7-16-53 
1-17-53 
7-20-53 
1-24-53 


RSE 


terranean 


Sidon, Lebanon 
Sidon, Lebanon 
Sidon, Lebanon 
Tripoli, Lebanon /Bantas, Syria 
Tripoli, Lebanon / Banias, Syria 
Tripoli, Lebanon /Banias, Syria 
Tripoli, Lebanon /Banias, Syria 


Prices are of Creole Petroleum Corp. for sale and/or purchase of cargo-lot quantities FOB deep- 
water terminals at ports named, and are subject to crude availability and company’s requirements ; 


2e per bbl. differential per degree 


of gravity applies for gravities below and above those shown, 


except for Lagunillas Heavy for which price shown applies revardiess of gravity. Price applicable 
for each cargo is that in effect at time vessel tenders for loading. For purchases made in fields, 
rices shown are basis for such purchases with deductions being made for terminaling and pipe 
line services in accordance with published tariffs. et ee by | Creole not subject to contracts with 


Venezuelan government are made at prices est 





Crude 


Tia Juana Heavy... 
Lagunillas Heavy... 
Tia Juana Medium. 
Tia Juana 102 L.P.. 
Tia Juana Light... . 


wowevowvwvocowvwvove 


Aviation Gasoline Prices 


(Prices are for tank cars, barges or truck transport lots; aviation 
otherwise noted.) 


MIL-F-5572, unless 


Grade100/130 


New Orleans, La. (Baton Rouge) 
Houston, T 
Toledo, Ohio 


Lake Port Terminals 


17.4 


15.2 
12.7(5) 
11 .95(3) 


11.45(4) 
8 85(2) 
(a) Delivered Cleveland. 


le shown below less lc per bbl. 
Effective 
Date 


FOR 
Las Piedras or Amuay June 23, 1953 
June 23, 1953 


paver 
Las Piedras or Amuay Jan. 1, 1954 
Amuay 
Amuay 


pueey 
Las Piedras or Amuay 
Tucupido 


June 23, 1953 
June 23, 1953 
June 23, 1953 
June 23, 1953 
June 23, 1953 
June 23, 1953 
June 23, 1953 
Caripito June 23, 1953 
Capure (Pedernales) Jan. 1, 1954 





Grade 91/96 
1(2) 
18 2 


12.0 
(2)11 75-11 902) 
(2)10 75-10 .9(2) 
8.1(4) 
7.35(4) 
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EXPORT 
DRUMMING 
30 E. 40 St., N. ¥. C. 














of 
Petroleum 
Products 


_ Refinery, 
Texas City, Texas 





TANK CAR BUYERS 
ry 
Uniform High Quality 
DEEP ROCK OIL CORPORATION 


P.O. BOX 1051 PHONE 2-435! 
TULSA, OKLA 


PATENT CHEMICALS 


Poterson 4, New Jersey 





HARTOL 


ai telaal) Mote) ise) tile). 
INDEPENDENT MARKETERS 


Maine to South Carolina 
630 FIFTH AVENUE, NEW YORK 20, N.Y 


EXCLUSIVE CUSTOM PACKAGERS 
LUBE OlL — ANTI-FREEZE — CHEMICALS 
COMPOUNDING BLENDING 
PENN-CENTRAL OIL COMPANY 


20TH & KANSAS AVENUE 
KANSAS CITY 5, KANSAS 














This Is Your 
Market Place! 
Write today Fe SND 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 























separate column, include 2c and state taxes; also city and county 
taxes as indicated in footnotes. Kercsine tank wagon prices also do 
not include taxes; kerosime taxes where levied are wdicated in footnotes. Nev. 1/20c; N. C. 
Discounts, if any are shown in footnotes. These prices in effect March 1, 1/40c; Tenn. 2/5¢; 
1954, as posted by proncspal marketing compames at their headquarters’ Kerosine inspection 
othces, but subsect to later correction. 
Atlantic CHEVRON 
Atlantic Gasoline Kero. & oes ome ang 80 = 
(Regular Grade) No.1 No.2 a ifornia ; Tete ne 
Refining Cons. Dir. Fuel Fuel Gals. & over Taxes 
T.W. T.W. Taxes T.W. T.W. San Fran., Cal... aor 19.6 8.0 
Allentown, Los Angeles. .... 15.6 19.1 8.0 
Dinscabae 15.8 16.8 7.0 15.0 13.8 DE etonpewe « 17.2 20.7 8.0 
Altoona..... 4149 14.9 7.0 15.55 14 15 Phoenix, Ariz. 18.8 22.3 7.0 
paseebhue 8 1638 7.0 16.66 14.15 ae 18.6 22.1 7.6 
Greensburg.. 163 168 7.0 15.55 14 16 Portland, Ore. 16.6 20.1 8.0 
urg 68 168 7.0 15.0 13 8 Seattle, Wash. 16.6 20.1 8.5 
Philadelphia. 15.4 154 7.0 14.4 13 2 pokane........ 18.8 22.8 8.5 
Pittsburgh... 16.8 168 7.0 15.55 14 15 Tacoma......... 16.6 20.1 8.5 
ay 13.9 18.9 7.0 15.0 13 8 I , Idaho..... 18.6 24.3 8.0 
Wilkes Barrexi3.4 «13.4 ... 15.8 141 Salt Lake, U..... 16.9 20.9 7.0 
Williamsport 16.38 16. 7.0 15.8 14.1 Honolulu, T. H.. 17.2 20.7 8.5 
Wilmington, Fairbanks, Alaska 29.0 $2.5 4.0 

, = = 5.4 15.4 7.0 14.4 13.8 aa 18.3 21.8 4.0 
Hartford, 

Conn.. 15.6 15.6 6.0 13.8 Standard Standard 
New Haven. 15.6 15.6 6.0 13.4 Diesel Standard Stove 
Boston, Kerosene Fuel Furnace Oil 

Mass... ae. 5 Ts ae 13 7 5. Gata. T.t-. 
Springfield. ."16.1 16.1 7.0 ern 144 (400 gals. & over) = all a 

rov., R. 1. 7 12.16 6.0 das 13 6 16.1 12.7 
Camden,N.J.15 2 15 56.0 i144 13 4 15.6 12.2 a's 13 4 
Newark..... 15.2 15 56.0 14.4 13.4 17.3 13.5 13.5 15.0 
Albany,N.Y. 15.6 °12.156.0 146 13 3 18.8 16.1 16.1 17.6 
Binghamton. 165 165 6.0 16.0 146 18.6 15.5 
Buffalo. .... 1462 162 6.0 162 15 0 18.1 13.3 cube 
Elmira...... 16.5 165 6.0 16.1 147 18.1 13.3 bape 

hester 1462 162 60 168 149 20.6 15.7 esac 
Syracuse. . 16 2 16.2 6.0 16.0 146 18.1 13.3 er 

atertown.. 17.6 17.6 6.0 17.2 15 6 24.7 15.2 15.2 16.7 

Baltimore, rom F 13.5 11.5% 14.0 
. Pe 15.1 15.1 8.0 13 6 Honolulu.... 17.2 13.5 18.5 
Richmond. Fairbanks.... 32.7 sad 

Va... 4 15.4 8.0 14.7 13.6 Juneau...... 19.8 

ONC... 16.0 16.0 9 14.9 3.6 
2 . ‘ 0 4. 1 : 
Jacksonville Tames 
, wee toa * ee F ae Boise—8c gas tax applies to motor fuel only; 
Miami...... 15.7 15.7 9.0 ~—— — = 2e — ll state. 
e—Te gas app to motor fuel 
Mineral Spirita, vM eS P. only; avgas taxes are 2c federal, 4c state. 
Philadelphia, iiccedes 18.5 20 0 aht a. sae tate 8 ies © ~_ fuel 
tteburgh........... : ; avgas ederal, $.5¢ terri- 
sae © = torial. Standard Bir heds' tase ‘oll price ts ex 
H Fuel Oile—T.W. ¢ territoria ua uels tax -T. prices 
—~ No. 5 No. 6 are ex Hawaiian gross income tax of 1% to 
Philadelphia, Pa....... 8.22 6.36 resellers, 2.5% to consumers. 
Notes: Notes: 

Kerosine—Thru Pa. & Del., add le per gal. Gasoline—For other deliveries of Chevron 

for t.w. deliveries of less than 100 gals. at one (Regular) and Chevron Aviation 80/87, add to 


Camden—Add le for deliveries of 100-299 
gals., 2c for less than 100 gals. 
eattineral Spirits prices phy apply to Stoddard 
vent. 
Effective dates: GFeb. 16; AFeb. 17; tFeb. 
18; xFeb. 20; @Feb. 24. 


Cont’] (N. B. Prices are Continental's 
tank-wagon prices. Current selling 

Oil rices may vary from shown 
Comene of local conditions.) 


Conoco Demand 

N-tane (3rd  Gaso- Kero- 
Geoutas) Soade) line sine 
= Wagon Taxes T.W. 





Denver, Col... 15.8 14.8 8.0 15 8 
Grand Junc...... 18.2 17.2 8.0 17 6 
| eer 6.6 15.6 8.0 16 0 
Casper, Wyo 16.7 15.7 8.0 15 5 
Cheyenne 6.9 15.9 8.0 16 3 
Billings, Mont. . 18.0 ead 8.0 17 0 

Pee 19 2 evar 8.0 18 8 
Great Falls 18.0 ee 80 18 8 

elena...... 18 6 caer 8.0 18 8 
Salt Lake, U.. 18.4 wenn 7.0 17 0 
Twin Falls, Ida.. 21.6 pee 8.0 20 2 
Albuquer., N. M. 16 9 15.9 8.5 15 9 
Roswell......... 15.6 14.6 8.5 15 2 
Santa Fe.. 16.9 wis mc 9.0 16 2 
Muskogee, Okla..- 15.0 14.0 8.5 13 9 
Oklahoma City.. 14.8 13.8 85 41 
, 14.9 13.9 8.5 13 5 
Taxes: 


Gasoline tax column includes these city 
taxes: Albuquerque & Roswell, 0.5c; Santa 
Fe, Ic; Cheyenne, 1c; Casper, lc. 

Discounts: 

Salt Lake City and Twin Falls gasoline and 
kerosine prices apply for deliveries of less than 
200 gals. ; 200-399 gals., deduct 0.5c; 400 gals. 
and over, deduct lc. 


Notes: 
T W. prices are to consumers and dealers. 


Premium-grade gasoline t.w. prices 2.3¢ above 
regular. 
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PRICES in effect March 1—Tank Wagon 


Prices for gasoline do not include taxes; they do, however, include 
mspection fees as shown in next column. Gasoline taxes, shown in 


unless otherwise 























400-gals.-and-over price 1.0c for 40-199 gals.; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding 
Aviation 80/87) where 0.5¢ differential applies 
to 40-399 gal. delivery; for less than 40 

add 5.0c gal.; except at Honolulu add 6.0¢ for 
less than 40 gals. to Marine trade and — 
than 100 gals. to Shoreside trade. Prices f 
Chevron Aviation 80/87 at Salt Lake City 


ron (Regular) for quantity delivered. For tens 
than 40 gal. deliveries, add 5.0c gal. to 400- 
gals.-and-over price, except at Honolulu, add 
5.0¢ gal. for less than 40 gals. (Marine) and 
less than 100 gals. (Shoreside). Add to Chev- 
ron Aviation $0/87 quantity delivered prices, 
See 91/98, 5.0c for 100/130 and 8.be for 

Kerosine—T.T. prices, except at Salt kako 
City, apply to deliveries of 400 gals. & ov 
For other deliveries: less than 40 gals., add 
8c; 200-399 gals. add 1c; 40-199 gals., add 4c; 
tank car/truck trailer; deduct 1.5c. Salt Lake 
City posted tank truck price is for minimum 
40 gal. deliveries. 

Standard Diesel/Furnace Oi] & Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 
gals., add 1c; 200-399 gals., add 0.5c; less than 
40 gals., add 5c. 

*Standard No. 2 Burner Oil. 

Humble 


Humble Gasoline Gaso- Kerosene 
Oil Regular line Tank Re- 
T.W. Retail Taxes Wagon tail 


Daten, Tet... 144.8 20.1 60 138 175 
Ft es 1448 201 60 1833 1765 
Houston. .... 14.7 200 60 183 175 
San Antonis... 15.0 20.3 60 18.38 17.5 


Notes: 

T.W. prices are to all classes of dealers and 
consumers. 

Premium-grade gasoline t.w. prices 2c above 
regular. 


Inspection fees per 








Pe - in both gasoline and kerosine prices, 


la. 1/40c e specified, are "Ark. 1/20e; Fle. 1/8¢; Ill. 3/100c; Ind. 
2/25; Kans. 1/100¢; La. Ps Minn. $/200c; Mo. 1/25e4 


Neb. 2/1000; 
1/2065 Okla. '2/28c; S. @ 1/8; S. D. 
isc. 


3/100c. 
fees only: Ala. 1/2c; Iowa 1/50c; Mich. 1/Sc. 


Esso Esso Gasoline 
(Regular Grade) 
Standard Gasoline ero- 
T.W. T.W. Taxes T.W. 
{tantin, Cty, 1. “. 15.2 16.2 6.0 14.4 
15. 15.2 56.0 144 
ti.) ar 
146.6 8.0 165.4 
15.6 7.0 aces 
16.2 8.0 15.2 
15.9 8.0 15.0 
15.0 8.0 14.8 
15.4 8.0 14.7 
16.9 8.0 16.1 
16.4 7.0 15.8 
16.7 7.0 16.2 
16.7 7.0 15.2 
16.56 7.0 15.0 
16.0 9.0 14.9 
146.2 9.0 15.1 
16.4 9.0 15.4 
16.3 9.0 15.4 
16.0 9.0 14.7 
4.9 9.0 a kee 
 } on. ae 
15.4 9.0 ee 
14.6 9.0 18.4 
144.4 9.0 13.4 
15.7 9.0 14.6 
14.3 9.0 18.4 
15.9 9.0 15.4 
14.9 9.0 18.6 
15.7 9.0 14.5 
P| 15.3 9.0 14.3 
Chattanooga 15.6 9.0 14.4 
ee 15.7 15.7 9.0 14.7 
Little Rock, Ark.. 16.2 16.2 8.5 16.8 


‘Meshes T.W. & Steel Bbie. 


Newark, N. J. nm Spirits V.M.&P. 
3,600 gals. & over..... : 19.5 
Steel bbis............. 24.0 25.5 

Baltimore, Md. 

3,600 gals. & over..... 16.7 
Sapa 25.5 

Washington, D. C. 

3,600 gals. & over..... 17.2 


FUEL OILS—T.W. 

No.1 No.2 No.4 No.6 

Atlantic City, N. J... 14.4 18. er 
Newark 14.4 18.4 $3.744 $2.886 
18.5 eH 2. 





Pete et et et tt tt 


merrHorrevnve 


ee 
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oe 


Taxes: ay ag kerosine prices do. not include 
le sta 
Notes: — + No. 1—Atlantic City prices are 
for deliveries of 800 gals. or more; add le 
for 100-299 gals. 2c for less than 100 gals. 
No. 6—Washington price is for min. delivery 
of 1,050 ; for min. delivery of 2,500 gals. 
price is $2.83 per bbl. 
Premium-grade gasoline t.w. prices 2.5¢ above 
regular. 


(Pri ae inonts ges te 
ave. ce per U. S. gal 
Imperial subtract st prc 
oil (Faso Gasoline " 
Baguiat rrade ero- 
Dealer Gasoline sine 
Tw. Taxes T.W. 
St. John’s Nfid.... 925.2 14.0 25.2 
Halifax, N.S..... 222 15.0 24.2 
St. John, N. B.... 22.2 18.0 24.2 
Charlottetown, 

4 epee 24.2 13.0 26.2 
Montreal, Que. 23.1 13.0 25.1 
Toronto, Ont. « mee 11.0 25.1 
Hamilton, Ont.... 23.1 11.0 25.1 
Winnipeg, Man... 22.9 9.0 27.5 
Brandon, Man.... 25.5 9.0 27.7 

na, Sask...... 22.2 11.0 24.2 
Saskatoon, Sask... 25.1 11.0 27.1 
Calgary, Alta..... 22.4 10.0 24.4 
Edmonton, Alta... 20.9 10.0 22.9 
Vancouver, B. C.. 22.9 10.0 24.9 


Taxes: Gasoline taxes are provincial taxes. 
Notes: Premium-grade gasoline t.w. prices 2e 
above regular. 


*Price is for Premium-grade. 
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Portland, Ore. 


“Make ’er hell for stout!” 


It’s the logger’s way of saying he wants equipment 

that will stand up to his work... the toughest harvesting 
job on earth...that of cutting and hauling more than 

16 billion board feet of timber each year. 


The Timberman, an International Lumber Journal, 


Battenfeld lubricants help him keep his equipment “stout” 

. help prevent costly breakdowns by cushioning bearing 
surfaces against terrific grinding pressures. 

Grease is no longer just “grease”. Each Battenfeld lubricant 


has its own molecular structure . . . one which enables 
it to fulfill its own specific job a 





==> — 


=e rin 28 35 YEARS’ EXPERIENCE == = 


...AT YOUR FINGERTIPS (2 = 
ee = 


if 
I} 

















“Never shall the sur- 
SSO faces meet!" says Bat- 


: : las*, the Battenfeld 
We here at Battenfeld make readily available to you the strong man”. . . even 
as ‘ . a though pressures reach 
wealth of experience accumulated and put to use over 90,000 Ibs. and toler- 
t e ‘ . ‘ ances are as close as 
a period of 35 years ... experience in the form of lubricants 1/10,000 of an inch. 
a > , , i > (*Trade Mark Registra- 
carefully compounded for your type of equipment Cen ee pliol “tert 


. . experience obtained from an ever increasing 
research program dedicated to solving the lubrication 
problems of modern industry. 


Your inquiry is cordially invited. 


Molecular structure var- fal 
ies widely between scien- 9 
’ tifically compounded Bat- © 


tenfeld greases —accord- 
ing to the condition un- @ 


7970 international headquarters for der which bearing sur- 
e. eIn:2 Shey ean Aceh ae Oo a 
O77) Me mo es 7 


C8 “ Business Is Ingreasing” 


BATT Ki \ FE LD 3148 Roanoke Road, Kansas City 8, Missouri 
725 Second Ave. No., Mianeapolis 5, Minnesota 


GREASE & OIL CORPORATION Box 144, North Tonawanda, New York 


* TRADEMARK 
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PRICES in effect March 1—Tank Wagon—Cont. 


Socony Vacuum 


Mobilgas Aircraft 
Grade Grade Grade Mobilgas (Regular Grade) Mobilheat 
Gasoline 80 91 100) Cons. ~=—«zDir. Cons. Dir. Mobil Kerosine Diesel (No, 2 Fuel) 
Tasceai T.7. T.0. T.V. TH. FH Wwe T.c. Yard T.W. . Tx 
New| York City: 


: S: SIaaaa 
-& 83ssse8 


° ue 


Mt. Vernon..... 
Plattsburg.. 
ester . 


HOO: HaWAIteS: eM: 
er et tt ee 
: te: WO wCmumecom 
one’ wanwe: -: 
-ISSrMERmOe: ao 


> io 


05 
1 


1.6 
2.0 
H 


Portland . 
Concord, N. 


: Peon: 


= OED AID OAM HOW WOMAN Aen 
: pecan: 


5.2 
14.5 
15.6 


Providence, R. I.... 
Burlington, Vt. 
Rutlan ote ae aaa ones eae 13.0 oe6e 
Tank Wagon Prices Buffalo of Rochester Syracuse Boston 
Stearns Spirits 19.5 18. 20.5 22.0 19.0 
. M. & P. Naphtha.... 21.5 22.5 23.5 20.5 21.5 21.5 
pach N.Y.C. prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobil Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5c for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagon less 0.5¢c for deliveries of 800 gals. or more. 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gal. or more. 
Notes: Jamestown T.C. prices are delivered prices, all other T.C. prices are FOB bulk terminals. 


6 
ese 2 
12.5 6 


4 
eosoocoosooosooososososSoSSsSooSS 

Z wrara—UnmwDrAwoAAe adn DaANMAMnawan 
Ceo eH oHMOumS: WHR nome AS wwe 
CaRAOCHRARANDADH: BAOANMMOAwWALSwO: 


Providence 
19.5 


Sehio X-Tane Gasoline 
Ohio Standard Aviation Gas.-Cons. T.W. (Regular Grade) Naptha & Solvents—Cons. T 
io Sohio Seohio Con- R S.R D.C. V.M.&P. 
Gasoline Avia. Avia. Avia. : Naph- Naph- Varno- Kerosine No. | 
axes T tha tha lene T.W. So 


w 
Py 
v7 


Akron. ... 
Canton.... 
Cincinnati... 
Cleveland. . 


23. 
23. 
23 


23 


Marion..... 
Porstmouth 
oledo 
Youngstown 
Zanesville. . . 13. 23 
wenape Pecans opens can purchase aviation gasoline less 4c per gal. State Road Tax by supporting purchase with State Tax Exemption Form 
- to supplier 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 
Notes: Kerosine, Nos. 1 and 2 Fuels—Prices are for 100 gals. or more, 50 to 99 gals. add lc per gal., 1-49 gals. add 2c per gal. 
ae  enmmeneicied and drum prices are for deliveries of 500 gals. or more. For other deliveries: 150-499 gals. add 2c; less than 150 
gals., a 


Premium-grade gasoline t.w. prices 2c above regular; third-grade prices same as regular unless otherwise noted: s.s. prices are at company operated 
stations. 


ccoooooooooscco 

BSSSLSSSSSss 
SSSSSSSSaSSSa 
wcewevewcwvocowvovwee 
On NO OF OOO OE OH OF 
ecoscocecoooceso 
ccoocooocooooesso 
SERBBSERERS 
escoseocoeososocoso 
’ SBRREBBRBSRBS 
ccoosocooooosooo 
aaaAasawawaswas 
, BAO A0 0-09-99 9a9 9-909 
ng ng 29 33 29 9 9 9 9 - 
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Indiana Standard 


Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 
of Indiana bulk plants where the company’s prices are publicly posted. 
Red Crown St lex Furnace Oil—--—— Kentucky 
(Reg. Grade) Gaso- Kero- 100 100- 100- 175- 350 850 d 
Cons. Dir. line 1-99 gals. 175 349 849 gals. Gals. Standard 
-W. T.W. Taxes T.W. gale. S over gals. gals. gals. Rover & over 





Chicago, Ill.......... ial 
14.8 
14.4 wa » 

140° pe oes. ‘ 


Or aH Bde Wwe . 
AIIWOABAIARH~3 
cooocoooomco 
CAMmonow-~rHEKHw > 


Huron, 8S. D. 
fitwosien, Wisc. . 


—— 
COV CSwBeBoovevevves 


Oo’ ietgetcmem 


Fuel Oile—T.W.—Chicago, Il. fe oy Gasoline _ 


Standard Stanolex Dealer Geade) 


Heater Oil Furnace Oil —" 
15.3 


~= 


100-149 gals. 

150 gals. & over Sag 
100-399 gals. van 14.3 
400 gals. & over aa. een 13.8 


See He awanwrononer 
coccecesoooesoosoo 
MAMAAWOMNOROARA SN 


Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, le 
county; Montgomery, ic city & le county; 
Pensacola, lc city. Other taxes not included in 
prices: Georgia, kerosine, lc; Montgomery, 
kerosine, lc; Mississippi, kerosine 0.5c. 


occoooceo 


Stanolex Stanolex 
Fuel A Fuel C 
1-749 gals. , 9.0 
760 gals. & over 8.25 
Spanee oO Le, —_" = ae i ae des ic Port Arthur 
city tax oines, Ia., kerosine and furnace also 
oil prices do not include 4c state tax. State ee —— 2 ce apply als actives Notes: 
sales ton & use taxes to be of 50 a. Premium-grade gasoline t.w. prices 2c above 
added where applicable. Premium-grade gasoline t.w. prices 2c above regular. é 
*“Temporary” price. regular. Cons. t.w. prices same as net dealer prices. 


AMAAMAMRAMAAAH 
co bo 0 09 60 co £0 69 co co co co 


ooscoo 











74 NATIONAL PETROLEUM NEWS «+ March 3, 1954 








UNDISPLAYED RATE 
$1.50 o line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as o 
line. (See {| on Box Numbers.) 
POSITION WANTED. Undisplayed rate is one 
half of above rate, payable in advance. 
PROPOSALS, $1.50 cents a line an insertion. 





CLASSIFIED 


INFORMATION: 
BOX NUMBERS count one additional line in 
undisplayed ads. 
DISCOUNT OF 10% if full payment is mode 
in advance for four consecutive insertions of 
undisplayed ads (not including proposals). 


DISPLAYED RATE 
The advertising rate is $14.50 per inch fer all 
advertising appeoring on other than a con- 
tract besis. Contract rates quoted on request. 
AN ADVERTISING INCH is measured % inch 
vertically on one column, 3 columns—30 inches 
—to a poge. 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM News, 330 W’. 42nd St., N. Y. 36, N. Y. 
SECTION CLOSES each Wednesday, ome week preceding date of issue. 








1 EQUIPMENT--used-surplus | 


For Sale 


New 20,000 gal. 10’6” x 31’ 5/16 inch thick 
tenk. $1375.00 at Springfield, Mo. Lestan Corp., 
Rosemont, Pa. 























For sale, 3000 to 7500 golion ‘single ¢ ond tandem 
axle trailers, guaranteed. Buy from Bruce E. 
Hackett Co., 621 West 58th St., Kansas City, Mo. 
Phone Hiland 1385. 





For Sale: 1952 21/2 Ton Dodge Truck, 825 x 20 
tires, 1500 gal. 5 compt. aluminum unskirted tank. 
Power take-off, pump, hose reel and hose. Excel- 
lent condition. $2750.00. Penn Economy Oil Co., 
Bedford, Pa., Ph. 245. 








Wanted — ——— 
Used 1000 to 1300 gallon truck tank, must be 


in good condition. Stevens Oil Co., Traverse City, 
Mich. 
| 











~ BUSINESS OPPORTUNITIES 


WANTED 


Gasoline jobbing business, must have good vol- 
ume of sales. Prefer Southern States, other loca- 
tions considered. BO-1813, National Petroleum 
News 


























INDUSTRIAL SALES REPRESENTATIVE 


Integrated oil company has excellent opportunity 
for qualified applicant. Position requires experi- 
ence and knowledge of manufacture and sale of 
all industrial petroleum products including Naph- 
thes and Solvents. Constant travel in the fol- 
lowing states required: Illinois, Indiana, Southern 
Michigan, Western Ohio, and Northeast Mis- 
souri. All replies should contain work his- 
tory, salory required, and recent photograph, if 
available. 


P1907 National Petroleum News 
520 N. Michigan Ave., Chicago 11, Il. 





ACT NOW! 10 ONLY! 
TANK TRAILERS 


4,000 Gal. Capacity 
Tandem Axle . . . 2 Compartments 


All in excellent condition. 8 1000 x 22 
tires on each. Pumping unit im rear. 
Easily converted to 5,000 Gal. capacity. 


Will go fast so wire TODAY! 
ONLY $1,500 Each 


FULTON AUTO EXCHANGE 
2235 Stewart Ave., Atlanta, Ga. 
Fairfax 8606 














GASOLINE SALESMAN 


independent Refinery has opening for now con- 
tact man to handle gasoline sales to dependent 
i and form consumers in iitinois. Indiana, 
Michigan, and iseonsin. 
top notch opportunity. Our 
In reply give oon, » 

salary commission required. 

held strietly confidential. 

SW 1872 National Petroleum News 
520 WN. Michigan Ave., Chicago f1, Ill. 











WANT TO PURCHASE SMALL 
BULK PLANT IN CALIFORNIA 


1 Company has from $20,000 to $100,000 to 

. Wants small oll blending 

bulk station or warehouse 

th trackage. Write Air Mail full description to: 

M. Pate, Jr. Executive Vice-President, Panther 

& Grease Mfg. Co, Box 711, Fort Worth 
exas. 











ADVERTISERS INDEX 





AC Spark Plug Div., 
Motors Corp. 

American Flange & Mfg. Co. a 

Armstrong-Norwalk Rubber Corp. 30 


General 


Battenfeld Grease & Oil Corp... 73 
Bowser, Inc. oF 29 
Butler Mfg. Co. 62 


Champion Spark Plug Co. 44-45 
Champlin Refining Co. 47 
Coats Co., Inc. ... , 25 
Comet Equipment Company 38 
Compceo Corp. .... 35 
Cooper Tire & Rubber Co. 51 
Corduroy Rubber Co. 43 


Deep Rock Oil Corp. 71 
DuPont de Nemours & Co., Inc., 

E. I. Facing Page 24 
DuPont de Nemours & Co., Inc., 

ae 37-67 


Electric Auto-Lite Co. 
Elk Refining Co. 
Ever-Tite Coupling Co. 


FencPainteR Corp. 
Fram Corp. 


Gilbert & Barker Mfg., Co. 
Goodrich Co., B. F. 
Granberg Corp. 

Graver Tank & Mfg. Co. 


Hannay & Son, Inc., Clifford B. 
4th Cover 
Hartol Petroleum Corp. 71 
Hewitt Rubber Division Hewitt- 
Robins, Inc. 12-13 


Jones & Laughlin Steel Co. 


Lincoln Engineering Co. 


Neptune Meter Co. 
New England Petroleum Corp. 


Opaco Co. 
Oronite Chemical Co. 
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Paragon Oil Co. 

Patent Chemicals, Inc. 

Penn-Central Oil Co. 

Pennsylvania Grade Crude Oil 
Association 

Pratt Poster Co. 

Purolator Products, Inc. 


Republic Oil Refining Co. 
Robins Conveyors Division, 
Hewitt-Robins, Inc. 


Scully Signal Co. 

Sinclair Refining Co. 

Socony Vacuum Oil Co., Inc. 
3rd Cover 

Standard Oil Co. of California 58 


Tokheim Corp. 2nd Cover 
Tung-Sol Electric Co. 50 


United Refining Co. 
United States Steel Corp. 


Warner-Patterson Co. 
Wayne Pump Co. 
Westinghouse Electric Corp. 





ABOUT OIL PEOPLE 





Kansas Jobbers Hold Meeting in Wichita 


KANSAS OIL MEN’S ASSN. oficers 
for 1954 are shown at the Wichita con- 
vention with retiring president, Ed 
Funk, Concordia, Kan, (second from 
left). From left to sight are: Jack 
Schroeder, Goodland, new president; 
Mr. Funk; Mrs. Elsie Martin, Wich- 
ita, re-elected treasurer; and Gene 
Erickson, Lindsborg, vice president. 
C. E. Holmes (not shown) Wichita, 
was re-elected executive secretary. 





ASSOCIATION MEMBERS shown 
between sessions at the Wichita con- 
vention are (left to right): Ray Du- 
Ross of Wichita; R. H. McClellan of 
Anthony; Charles Dungey of Win- 
field; and Von Friend of Little River. 


NEWLY ELECTED directors of the 
association include (from left to 
right): A. F. Geyer of Waterville; 
William L. Oswald of Hutchinson; and 
William L. Kistler of Coffeyville. 


DIRECTORS attending at the Wich- 
ita convention were (left to right): 
Dean H. Spencer of Oakley; Lyle Kil- 
lion of Wichita; Thomas Quigley of 
Colby; Dean Pittenger of Wichita; 
and C. C. Abercrombie of Barnard. 
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ales Zoomed 
when | changed 


to Sinelair !" 


And no wonder! The name “Sinclair PoweR-x Gasoline” has ter- 
rific power when it comes to attracting motorists. This really 
different gasoline plus Sinclair’s sensational new EXTRA DUTY 
Motor Oil is building the biggest volume ever for Sinclair Dealers. 
9 epemermrapeacarostessiin A change to Sinclair can boom business for you, too. 


Ask any man behind a Sinclair pump why it pays to be a 
Sinclair Dealer — then contact your nearest Sinclair Rep- 
resentative or write Sinclair Refining Company, 600 Fifth 
Avenue, New York 20, N. Y. 
































SINCLAIR 


Ask about the Sinclair TBA Franchise featur- 
ing Goodyear —the greatest name in rubber! 
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ABOUT OIL PEOPLE 











FOUR TULSA OIL MEN receive Gold Awards in recognition of their work for the 
Oil Industry Information Committee at a Kansas-Oklahoma district meeting in Tulsa. 
Clarel B. Mapes, general secretary of the Mid-Continent Oil and Gas Assn., Tulsa, and 
a member of the national OIIC, (left), presents a Gold Award to J. B. Smith, Sunray 
Oil Corp., Tulsa. Other award winners are: (left to right) Luther Williams, Sunray Oil 
Corp., Tulsa; Robert A. Douglass, the Ethyl Corp., Tulsa; and Richard Ellison, Service 


Pipe Line Co., Tulsa. 


Fred W. Cor- 
dell, director of 
market develop- 
ment for Phillips 
Petroleum  Co., 
has been named 
acting division 
manager of the 
new Atlanta sales 
division. The new 
division includes 
parts of Tennes- 
see, Alabama and 
Georgia, and all of North Carolina 
and South Carolina. Distributors will 
receive Phillips 66 gasoline and re- 
lated products from terminals along 
the Plantation Pipe Line system and 
from water terminals on the East 
Coast. 

G. J. Morrison has been transferred 
to the Atlanta office to serve as as- 
sistant manager of the new division. 
He had previously been city manager 
for Phillips at Tampa, Fla. 

H. M. Calloway has been trans- 
ferred from Bartlesville, Okla., to the 
new Atlanta office as marketing as- 
sistant. 


F. W. Cordell 


® 

E. B. Montgomery has been named 
sales manager of the Douglas Oil Co., 
Los Angeles, succeeding C. L. Dow- 
den, who is reportedly scheduled for 
appointment to another position not 
yet identified. 

Ralph L. Ullum became manager 
of the northern division in Fresno, 
Calif., at the same time. His position 


78 





as southern manager has not yet been 
filled. 

Mr. Montgomery started with Asso- 
ciated Oil Co. (now Tide Water Asso- 
ciated) at Woodland, Calif., in 1916 
as plant clerk. He became Associated’s 
Los Angeles district manager in 1927 
and in 1929 was made head of the 
firm’s lubricating department in San 
Francisco. He joined Douglas Oil Co. 
in 1947 as Coast division manager at 
Santa Maria, was made manager of 
the lubricating department in Decem- 
ber and has been assistant sales man- 
ager since July, 1951. 

Mr. Ullum, previously with Aztec 
Oil Co., San Diego, a Douglas dis- 
tributor, joined Douglas’ Los Angeles 
city distribution department in 1951 
and became southern division manager 
in 1952. 

* 


R. D. Roberts has been appointed 
general credit manager for Union Oil 
of California, with headquarters in 
Los Angeles, succeeding Willam M. 
Shelton who retired after 38 years of 
service. Previously, Mr. Roberts was 
credit manager in Union’s marketing 
department southwest territory. 

e 


J. W. Mitchell has been appointed 
manager of the lubricants section of 
Phillips Petroleum Company’s sales 
department. Mr. Mitchell was for- 
merly in Venezuela as head of the 
manufacturing and sales division of 
Phillips’ foreign department. He re- 


places Frank P. Tallman who resigned 
to enter private business. 


Horace B. Holland, of New York 
City, has been elected president of 
C. H. Sprague & Son Co., distributor 
of industrial fuel oil in New England 
and one of the nation’s largest coal 
wholesalers. He succeeds Richard L. 
Bowditch who will continue with the 
company as chairman of the board. 
Mr. Bowditch is presently serving as 
president of the Chamber of Com- 
merce of the United States. 

Mr. Holland has been associated 
with the company since 1936. Prior 
to that he was with the Flat Top Fuel 
Co. 

The Sprague company operates ter- 
minals in Brooklyn, N.Y., Providence, 
R.I., Weymouth and Boston, Mass., 
Portsmouth, N.H. and Searsport, Me. 


John L. Dalson, of the Aurora Gas- 
oline Co., Detroit, has been promoted 
to the post of assistant to the vice 
president in charge of sales. Aurora 
is a refiner and marketer with refin- 
eries in Detroit and Elsie, Mich. 

Bernard L. Snyder, formerly with 
the Naph-Sol Refining Co. of Muske- 
gon, Mich., has joined Aurora in the 
capacity of sales manager of the com- 
pany’s Muskegon-Wisconsin Division. 

S. J. Gilmore is the new sales man- 
ager of Aurora’s Elsie-Bay City Divi- 
sion. 

Howard J. MacGready is now the 
manager of gasoline and light oil sales 
for the company’s Detroit division. 

G. G. Spitler, Jr. was made man- 
ager of industrial fuel oil sales in the 
Detroit division. 

om 


George M. Washington has been 
placed in charge of the oil develop- 
ment department of Northern Pacific 
Railway Co., succeeding Leroy H. 
Hines, who resigned. 

se 


H. L. Keller has been named as- 
sistant division manager for Phillips 
Petroleum Co. at St. Louis. Prior to 
his promotion he had been credit man- 
ager of the sales division at the same 
office. Mr. Keller has been with Phil- 
lips since 1926 when he joined the 
company as an assistant cashier in the 
treasury department. 

John L. Adams, formerly credit 
manager of the sales division at the 
company’s Omaha office, replaces Mr. 
Keller as credit manager at St. Louis. 

Howard Gardner, formerly assistant 
credit manager of Phillips’ Omaha 
sales division has been promoted to 
credit manager succeeding Mr. Adams. 
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HERE’S A TANK TRUCK... 
Built of regular carbon steel d 


it would weigh 8,500 pounds 
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Here’s how it could be improved ...in one of three ways... 
built with U-S‘S COR-TEN HIGH STRENGTH STEEL 





1. PAYLOAD CAPACITY COULD BE 
INCREASED 
— without reducing strength 

By the use of proper design in combination with 
US'S Cor-TEN steel (usually in lighter gage than 
carbon steel) the dead-weight of this tank truck could 
be reduced by 1,255 pounds. Therefore, with no in- 
crease in over-all gross weight, the capacity of the 
tank truck could be increased to carry 183 more 
gallons, and the unit would be just as strong—and 
more corrosion resistant—than the smaller-capacity 
carbon steel truck. The profit you'll receive from 
these extra gallons that ride in place of dead-weight 


would rapidly offset the slight additional cost of 
Cor-TEN steel construction. 


2. STRENGTH COULD BE INCREASED 

— without increasing weight 
Because U-S‘S Cor-TEN steel has a yield point 14% 
times that of regular carbon steel, has 4 to 6 times 
the resistance to atmospheric corrosion, has 50% 


higher fatigue strength and offers superior resistance 
to abrasion and impact—when used in the same gage 


UNITED STATES STEEL CORPORATION, PITTSBURGH 
COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO 
TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. + 
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U-S-S HIGH STRENGTH STEELS 
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as carbon steel, it increases the strength and dura- 
bility of the unit materially. That means the tank 
truck would cost no more to operate, but would be 
tougher and stronger, would stand up better, would 
last longer, would require fewer repairs and less 
down-time for maintenance. 


3. WEIGHT COULD BE REDUCED 
— with no reduction in capacity and strength 


If what you need primarily is a unit that is light in 
weight and therefore cheaper to operate, yet has 
adequate strength and safety, here again Cor-TEN 
High Strength Steel construction pays off. For you 
could use Cor-TEN steel up to \ lighter in gage to 
reduce materially the over-all weight of your unit, 
thus reducing fuel cost, wear on tires and brakes, and 
still have a truck that is just as strong, just as durable 
as the heavier unit built of carbon steel. 

It will pay you to examine all these facts and 
decide how they could best be applied to your own 
operation. For more information call, or write on 
your company letterhead, the nearest District Sales 
Office of United States Steel. 


AMERICAN STEEL & WIRE DIVISION, CLEVELAND 


NATIONAL TUBE DIVISION, PITTSBURGH 
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ABOUT OIL PEOPLE 








D. L. Campbell 


D. J. Winter 


D. J. Winter and D. L. Campbell 
have been made vice presidents of 
the British American Oil Co., Ltd. 


Mr. Winter, who becomes vice 
president for marketing, joined the 
marketing department of B-A’s Mani- 
toba division in 1935. In 1947 he 
was appointed regional sales manager 
for Ontario where he served until 
1951. In that year he was made sales 
manager for Canada. 

Mr. Campbell, now vice president 
for manufacturing, joined B-A in 
1934 at the Moose Jaw Refinery. 
Prior to his recent promotion he was 
manager of manufacturing. 


John L. Lenker 
is Gulf Oil Corpo- 
ration’s new gen- 
eral manager, re- 
tail and jobber 
sales, for the do- 
mestic marketing 
department. A 20- 
year veteran with 
the company, he 
replaces W. R. 
Huber who was 
recently elevated 
to general manager of public rela- 
tions. 


J. L. Lenker 


Mr. Lenker will take over responsi- 
bility for all retail business including 
service station, marine, airport and 
farm, as well as jobbers, commis- 
sioned distributors, home heating oil, 
tires, batteries and accessories, and 
specialty products. 

Replacing Mr. Lenker in the New 
York sales division will be C. Gilbert 
Collingwood as division manager, re- 
tail and jobber sales. Mr. Collingwood 
is also a 20-year veteran with the 
company. 

Mr. Lenker joined Gulf in 1934 as 
New York division supervisor of spe- 
cialty sales. He became manager of 
merchandising and training in 1940, 
transferring at that time to the home 
office in Pittsburgh. He returned to 
the New York division in 1947 as 
assistant division manager. Later he 
became division manager of retail and 
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jobber sales, the position he held at 
the time of his recent promotion. 

In 1952 and 1953 Mr. Lenker 
served as New York state chairman 
of the Oil Industry Information 
Committee. 

& 

J. Grant Spratt has been named 
president of Trans Mountain Oil Pipe 
Line Co., succeeding Robert L. 
Bridges, Bechtel Corp. director, who 
will continue on the Trans Mountain 
board of directors. Formerly, Mr. 
Spratt was president of Anglo-Cana- 
dian Oil Co., Ltd. 

* 

Joe B. Hudson, acting area geolo- 
gist (West Coast) for Humble Oil and 
Refining Co., has been elected vice 
president of Monterey Oil Co. in 
charge of exploration and production, 
with offices in Los Angeles. 


DEATHS 


R. Harry Maupin, 61, general 
traffic manager of Pan American Pe- 
troleum & Transport Co., died of a 
heart attack at his home in Jackson 
Heights, L.L., on February 9. With 
the company for 34 years, he had 
been active in the transportation divi- 
sion of the American Petroleum Insti- 
tute. 

Before joining Pan American, he 
was associated with several railroads, 
and for two years was with the Rail- 
road Administration in Washington, 
D.C. 

A native of Grottoes, Va., he at- 
tended Virginia Military Institute. 

He is survived by his wife, Mrs. 
Lucile Evans Maupin; his mother, 
Mrs. Georgia Scott Maupin of Grot- 
toes, Va.; and three sisters. 

. 


Mrs. Essie Kinnie Smith, 74, wife 
of Ernst E. Smith, board chairman of 
Smith Oil & Refining Co. of Rock- 
ford, Ill., died in Rockford Feb. 15. 
She was the mother of Stanton K. 
Smith, president of Smith Oil and im- 
mediate past chairman of the Oil In- 
dustry Information Committee. 

Other survivors include a daughter, 
Mrs. Walter R. Shafer of Rockford; 
a brother, W. Carl Kinnie of Rock- 
ford; and a sister, Mrs. E. E. Martin 
of Pasadena, Calif. 

es 

George F. Olsen, 74, former direc- 
tor of General Petroleum Corp., died 
Feb. 9, after a two-month illness. Mr. 
Olsen retired in 1945, but continued 
to serve the company for several years 
as a consultant. 


COMING MEETINGS 


MARCH 


Texas Oil Jobbers Assn., annual convention, 
Baker Hotel, Dallas, Tex., Mar. 8-10. 


Oil Industry Information Committee, Shamrock 
Hotel, Houston, Texas, March 8-10. 


Illinois Petroleum Marketers Assn., 32nd An- 
nual Convention, Product and Equipment 
show, Sherman Hotel, Chicago, Illinois, 
March 16-17. 


Ohio Petroleum Marketers Assn., annual con- 
vention and marketing exposition, Deshler- 
Hilton Hotel, Columbus, Ohio, March 16-18. 


Connecticut Petroleum Assn., 4th annual ban- 
quet, Bond Hotel, Hartford, Conn., March 18. 


Oregon Heating Industries, 11th annual Pacific 
Coast Oil Heat Corivention, Multnomah 
Hotel. Portland, Ore., March 19-21. 


North Texas Oil & Gas Assn., annual meeting, 
Kemp Hotel, Wichita Falls, Tex., March 27. 


Western Petroleum Refiners Assn., annual 
meeting, Plaza Hotel, San Antonio, Tex.., 
March 29-31. 


APRIL 


National Oil Jobbers Council. The Homestead, 
Hot Springs, Va., April 1-3. 


American Society of Lubrication Engineers. 
Netherlands-Plaza, Cincinnati, Ohio, Apri! 


Assn. of Eastern Petroleum Credit Managers, 
annual meeting, Hotel Statler, Buffalo, 
N. Y., April 5-7. 


Oil Heat Institute of Washington, annual 
meeting, Chinook Hotel, Yakima, Wash., 
April 9-10. 


National Petroleum Assn., 5ist semi-annual 
meeting, Hotel Cleveland, Cleveland, Ohio, 
April 14-16. 


Georgia Independent Oilmen's Assn., annua! 
convention, Hotel Dempsey, Macon, Ga., 
April 22-23. 


Fuel Oil Distributors Assn. of New Jersey, an- 
nual convention, Berkeley-Carteret Hotel. 
Asbury Park, N. J., Apr. 28-30. 


MAY 


Oil Industry TBA Group, midwest section, 
Sheraton Hotel, Chicago, Ill., May 3-4 


American Petroleum Institute, Lubrication 
Committee, Skytop Lodge, Skytop, Pa., May 
3-5. 


American Petroleum Institute, Safety & Fire 
Protection Committee, midyear meeting, 
Chase-Park Plaza, St. Louis, May 3-7. 


National Tank Truck Carriers, 6th annual con- 
vention, Netherlands-Plaza, Cincinnati, Ohio, 
May 6-8. 


Empire State Petroleum Assn., Hotel Roose- 
velt, New York, May 9-11. 


Pennsylvania Petroleum Assn., spring conven- 
tion, Bedford Springs Hotel, Bedford, Penn., 
May 9-11. 


Liquefied Petroleam Gas Assn. Annual Conven- 
tion, Conrad Hilton Hotel, Chicago, Ill., May 
9-12. 


American Petroleum Institute, Division of Re- 
fining, midyear meeting, Rice Hotel, Hous- 
ton, May 10-13. 


Indi Ind. ad 


P t Petroleum Assn., French 
Lick Hotel, French Lick, Ind., May 12-13. 


Assn. of American Battery Manufacturers, 
White Sulphur Springs, W. Va., May 13-15. 


Interstate Oil Compact Commission, spring 
meeting, General Oglethorpe Hotel, Savan- 
nah, Ga., May 14-15. 


Oil Heat Institute of America, 32nd annual 
convention, 20th Oil Heat Show & National 
Indoor Comfort Exposition, Commercial Mu- 
seum, Benjamin Franklin Hotel, Philadel- 
phia, Penna., May 16-20. 


American Petroleum Institute, Division of 
Marketing, midyear meeting, Cosmopolitan 
Hotel, Denver, Colo., May 17-19. 


National Fire Protective Assn., 58th annua 
meeting, Statler Hotel, Washington, D. C., 
May 17-21. 


North Carolina Oil Jobbers Assn., spring con- 
vention cruise on board the Queen of Ber- 
muda. sailing from Norfolk for Bermuda, 
May 23-28. 


Packaging Insitute, Petroleum Packaging 
Committee, Cleveland, Ohio, May 24-25. 
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Works Continuously to Bring Better 
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HANNAY HOSE REELS’ 


"save work and time’’, 
say the men who use them 





Satisfied users take time out to 
write us about how well Hannay 
Hose Reels serve them. Regardless 
of anything we may say about our 
product, this, after all, is the final, 
positive proof of performance. 
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Mr. T. J. Etheredge, Jr., Distributor of Gulf 
Oil Products in the city of North, South 
Carolina, writes, “We believe that the 
money invested in the Hannay Hose Reels 
has paid more dividends than any piece 
of equipment that we have ever purchased 
...actually save the equivalent of one-half 
the work and time of delivering fuel oil.” 


wANNaAy 
HOSE REELS 


*U. S. Pot. No. 2,490,353 CLIFFORD B. HANNAY & SOW I~ 
Patented 1950 in Canada ESteRio NEW YORE 
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MANUFACTURERS OF MANUAL AND POWER OPERATED HOSE REELS FOR EVERY PURPOSE 





